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Rough Proofs 


According to airline executives, 
national slogan of 1916, “Too 
proud to fight,” has been converted 

in 1939 to “Too scared for flight.” 


the 


vgy¥see? 


Wisconsin rules it will still collect 
on sales of oleo, even when the 
coloring matter is separately packed. 
You can eat a butter substitute, but 
you can’t eat the tax. 


, = F 


With ASCAP collecting 5 per cent 
of radio stations’ gross income for 
music privileges, Tinpan Alley has 
taken on a golden glitter. Stephen 
Collins Foster lived too soon. 


. +8 


International Harvester and other 
implement manufacturers are bring- 
ing out small tractors well ahead 
of their most feared competitor. 
But Ford always has pretty good 
acceleration. 

v v v 


Steve Early talked to broad- 
casters about “the myth of censor- 
ship.” But these days Washington 
has a habit of converting fairy 
stories into grim realities. 


vgyv¥sey’ 


Dr. West’s new tooth-brush is 
made of “synthetic fiber-forming 
polymeric amides having a protein- 
like chemical] structure.” Now you 
now why they cailed it Miracle- 
Tuft. 


, ¥ 


If you've fallen in love with some 
of those classically beautiful ladies 
who inhabit the windows of the de- 
partment stores, you can easily 
understand why more of their ad- 
vertising dollars are going into dis- 
plays. 

. vV 


Girls from 15 to 17, according to 
Modern Magazines, 
prospects for eyelash conditioners. 
At that age, they don’t know their 
own strength. 

yvvy 


Pennsylvania liquor salesmen are 
warned not to induce licensees to 
purchase “excessive amounts of 
merchandise inventory.” And how 
about asking the licensees to pass 
on this good advice to their own 
customers? 


» 


Mere senor to the new NAB code, 
tatrimonial agencies will not be 
permitted to advertise via radio. 
But maybe they can get a better 
reak from television. 


_ The defunct advertising club of 
“ancaster, Pa., has $380 in the bank 
‘Nat its former president would like 


) get rid of. How about using it 
a promotion fund for a new 
dvertising club? 
v v 7 


orate sales and advertising 
emarks Wearever’s Grable, 
vn if the girl behind the 
weak. After standing up 


Ad-libbing ss 12 

th she probably needs Basic Business Index 24 
ios | Coming Conventions si me 
ye? Editorials 12 | 

isn't king any longer in een, hana , - 
homa, says Editor Roberts of | Information for Advertisers 12 
Farmer-Stockman. His surplus | Photographic Review ei , 27 | 
®2N to look too much like excess | Promotion Review 23 | 


Copy Cus. 


are the best) 


Record Breaking 


Catalogs Issued by 
Sears and Ward 


New Attitude Toward 


Mail Order Customer 
Reflected in Copy 


(Picture on Page 27) 


Chicago, July 19.—That the mail 
order catalog has taken on style 
and glamor as well as size with 
the years was emphasized again to- 
day as Sears, Roebuck & Co. and 
Montgomery Ward & Co. began dis- 
tribution of 14,000,000 fall and win- 
ter books to rural and urban cus- 
tomers in all parts of the nation. 

The 14,000,000 catalogs, divided 
equally between each company, 
represent a total cost of about as 
many dollars and easily constitute 
one of the biggest advertising jobs 
of the year. Both catalogs are the 
largest ever issued by the respective 
companies and both contain a rec- 
ord number of color and roto- 
gravure pages. They appeared on 
the heels of peak sales totals for 
the month of June, also announced 
last week by both companies. 


Radical Makeup Change 


Ward’s catalog has created con- 
siderable comment because of a 
radical change in makeup. The 
new catalog has no “back.” The 
reader starts from either end, reads 
to the center, then turns the book 
upside down and begins again from 
the outside. More convenience in 
reading and a better presentation 
of merchandise are the reasons ad- 
vanced for the change. 

Sears’ catalog retains its custom- 
ary format and opens with several 
elaborate color photographs devoted 
to style in dress and for the home. 
A brief letter signed by F. M. Kel- 
(Continued on Page 23) 


NAB Wins Delay 
in FCC Rule on 


Foreign Broadcast 


Washington, D. C., July 20.—The 
Federal Communications Commis- 
sion concluded hearings Monday on 
the proposed ruling to regulate 
| international broadcasts in the in- 
terest of reflecting the culture of 
this country and the promotion of 
good will abroad. The proposed 
ruling has been suspended and the 
hearings have been for the purpose 
of developing whether or not it 
should be put into permanent use. 

The Commission will probably not 
decide the matter until late in the 
summer, possibly not before Sep- 
tember. 

Broadcasters were solid in their 
opposition to the adoption of the 
rule, contending that it would mark 
the beginning of undesirable radio 
censorship by the Commission, 
which was not contemplated by 

(Continued on Page 8) 
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CALLS SPADE A SPADE 
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it doesn't wax’ 


Roy 5. Durstine 
Organizes Own 
Agency in New York 


Formal Announcement 
Indicates Special Bid 
for Radio Business 


New York, July 20.—Roy S. 
Durstine, advertising veteran, whose 
resignation last April as president 
iy) of Batten, Bar- 
Ls) ton, Durstine & 
Osborn came as 
a surprise to 
the advertising 
world, this week 
occupiedthe 
limelight again 
with the an- 
nouncement that 
'he has formed a 
|new agency 
under the name 
of Roy S. Durs- 


, “| oe 06 bem 


lin COOL CREAM HAIR REMOVES 


This frank copy is being used currently tine, Inc. Roy S. Durstine 
by Sales Affiliates to introduce Wisk, its Giving wide 
new depilatory. Grey Advertising se : . 

Agency te lat “charge. publicity to his plans through an 


advertisement ii newspapers here, 
Mr. Durstine laid at rest rumors 
that the arrangement governing his 
withdrawal from BBDO precluded 
his re-entry into the agency field. 
At the same time it was revealed 
that during the past few months, he 
has been associated with National 
Broadcasting Company, The New 
York Times and General Motors 
Corporation’s export division. At 
NBC he is said to have been active 
in the promotion of the Blue net- 
work. 


Challenge to Cola 
Field Seen in Rise 
of Fruit Drinks 


Survey Also Cites Di- 


_minishing Returns for 


Won't Disturb Present Setup 
Promotion Dollars 


Although he will continue to 
serve the three companies as a con- 
sultant, Mr. Durstine emphasized 
that no attempt would be made ‘to 
alter relationships existing between 
these three clients and their regular 
advertising agencies. National 
Broadcasting Company is handled 
by Lord & Thomas, and N. W. Ayer 
& Son has the Times account: 

Associated with Mr. Durstine in 
his new enterprise are A. T. Gardi- 

(Continued on Page 6) 


New York, July 20.—Attainment 
of a point of diminishing returns in 
the advertising expenditures of 
Coca-Cola Company and evidences 
of competitive challenges to the 
continued growth of the soft drink 
industry were revealed this week in 
a report prepared by the Chain 
Store Research Bureau at the behest 
of several investment trusts here. 

(Continued on Page 8) 


Last Minute News Flashes 
Four Out of Five Have Gingivitis, Says Forhan 


New York, July 21.—Forhan will revive its famous “four-out-of- 
five” slogan in a new fall campaign through Erwin, Wasey & Co., Eric 
Hartell, advertising manager, Forhan Division, Zonite Products Corpo- 
ration, revealed today. Pyorrhea, however, will be supplanted by 
gingivitis, described as a common gum disorder. Beginning in Septem- 
ber Forhan will use single and double columns in Collier’s, Liberty, Life, 
The Saturday Evening Post and This Week. 


ABP Papers Carried $18,000,000 Volume in 1938 

New York, July 21.— One hundred forty-eight member papers of 
the Associated Business Papers reported advertising volume of $18,811,- 
446 in 1938, compared with $22,025,340 reported by 152 papers the pre- 
vious year, the ABP disclosed today. In terms of pages 140 reported 
| 106,484 last year, compared with 135,565 reported by 152 member papers 
in 1937. Advertising agencies last year placed 62 per cent of all business 
carried in reporting papers. This was a slight increase over the 1937 
proportion. 


‘Henderson Named Ditto Sales Manager 

Chicago, July 21—Kenneth M. Henderson was today appointed 
| general sales manager of Ditto, Inc., succeeding the late Arthur Westphal. 
Mr. Henderson, now vice-president, has been associated wifh the com- 
| pany for 20 years. He will direct all promotion as well as selling 


16 | activities. 


Lauds Value of Sampling as 
Efficient Sales Instrument 


Hills Bros. Coffee Cited 
As Outstanding  Ex- 
ample of Technique 


Philadelphia, July 20.—The need 
for including sampling as an integral 
part of advertising campaigns, espe- 
cially in the introduction of new 
products, was emphasized here to- 
day by Dr. Donald A. Laird, of 
the Ayer Foundation of Consumer 
Analysis, before the ninth annual 
convention of the Trade Association 
of Advertising Distributors. 

Pointing out that most advertis- 
ing is predicated on a sampling 
operation, usually with the cus- 
tomer taking the initiative, Dr. 
Laird asserted that much quicker 
results can be achieved when the 
manufacturer takes the initiative 


| instead of waiting for customers to 


make the initial purchase. He illus- 
trated his sampling thesis by quot- 
ing from a group of advertisements 
on low-priced merchandise in sev- 
eral national magazines, most of 
which attempted by various copy 
appeals to get the consumer to try 
the product. 


Hills Bros. Experience 


As an outstanding example of 
success achieved through sampling 
Dr, Laird cited the history of Hills 
Bros. coffee which in 18 months was 
developed from scratch to the top- 
selling non-chain brand in a terri- 
tory where the sampling campaign 
resolved itself into a half-pound tin 
distributed to every house. 

In a test of another food product 
in Youngstown, O., Harrisburg, 
Pa., and Wilmington, Del., the same 
advertising was used in all three 
markets with a special deal for 
dealers in the first city; a customer 
deal (one free with each purchase) 
in the second; and straight sampling 
without any purchase required in 

(Continued on Page 24) 


‘Shortsightedness’ 
Retards Television, 
Caldwell Charges 


New York, July 19.—Television 
progress is being hampered by the 
same shortsightedness that charac- 
terized the early days of sound 
broadcasting in the opinion of Dr. 
O. H. Caldwell, editor of Radio 
Today, who informed the New York 
Lions Club that immediate invest- 
ment of a comparatively small sum 
would create a boom in the indus- 
try. 

Dr. Caldwell recalled that in the 
early 1920’s it was hard to get 
people to start stations, until the 
idea of broadcasting caught on. 
Then there was a sudden rush and 
the demand for wave lengths ex- 
ceeded the supply. 

“The same condition may occur 
in television,” he declared. “Soon 
there may be a wild rush for tele- 
vision licenses, and those left be- 
hind will wonder why they were so 
foolish as to overlook having a part 
in the great television bonanza of 
the 1940's.” 

Although the National Broadcast- 
ing Company is operating a weekly 


| television schedule in the New York 


metropolitan area, Dr. Caldwell 
cited the need for erection of 
transmitters in about 100 cities, to 
make television.-the “fiew national 
sport of: 1940.” This,' he declared, 
could be done “for the cost of a 
single submarine.” 
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Tire Manufacturers 
Move fo End 
Questionable Copy 


Start New Drive 


Lake Placid, N. Y., July 20.—That 
the outspoken criticism which re- 
cently followed in the wake of 
“bargain” advertising on the part 
of leading tire manufacturers has 
hit its mark was indicated here this 
week when the tire manufacturers’ 
division of the Rubber Manufac- 
turers’ Association unanimously 
passed a resolution officially con- 
demning any form of misleading 
advertising and offering its aid in 
eliminating misleading statements 
or implications in future copy. 

“All manufacturers, distributors 


operate in making this resolution 
effective, and a definite procedure 
has been established with the object 


of bringing about a correction of 


700,000 ABC ' 


Largest and strongest circulation in 
the sportsman field, it exerts a pow 
erful selling influence § throughout 
this active, profitable market. 


366 Madison Ave. 
New York 


Recent Orgy Is Con- 
demned; Three Makers 


and dealers are being asked to co-| 


A MAJOR 


are 


| 


| 


any advertising which is considered 


to be misleading,” the association 
said. 
“The tire manufacturing industry 


| believes that the public is entitled 


to know the truth about its prod- 


|}ucts and the manner in which they 


sold, and the members of the 
industry are always ready to fur- 
nish this information.” 

Meanwhile the “50 per cent off” 
tire copy which aroused a wave of 
stormy protest and legal actions in 


'recent weeks, today yielded to more 


conservative claims as the three tire 
companies under fire launched a 
new drive in newspapers through- 
out the country. 

Using the same “smashing tire 
sale” type of appeal that character- 
ized the controversial campaign, 


B. F. Goodrich Company, Gocdyear | 


Tire & Rubber Company and Fire- 


|stone Tire & Rubber Company 


promised the comparatively modest 
saving of 25 per cent to car owners 
en tires which are admittedly sec- 
ond grades. The sale runs from 


July 20-29. 
Sources which protested vehe- 
mently against the last tire sale 


copy today found nothing objection- 
able in the new advertisements but, 
on the contrary, said they would be 


'a constructive influence on the in- 


A 


in the sports field, a survey revealing valuable information about the living | 
habits of the 700,000 well-to-do reader families who make up our quality 
market for general consumer products. 


dustry as a whole. 


ND what a major quality market 


man makes! We have just com 


71.7%, 
24.7°/, 
98.8°/, 
89.9%, 
73.9%, 


of our 700,000 read 
of them are owners 
or 517,280 readers 


61° are in the active buying age group of 25 to 45 
13,707 is the yearly average automobile mileage 
167,532 readers take 3,692,195 business trips yearly | 


579,177 readers take 819,1 


700,000 readers maintain 828,355 club memberships 


And there's a lot more—of particular interest to you. 
complete details on this big unworked market for your product. 


HUNTING & FISHING — NATIONAL SPORTSMAN | 


The Major Selling Force in the Responsive Sportsman Market 


275 Newbury Street, Boston 


COUNT THEM—SEVEN PACKS IN ONE HAND 


A fist full Gr 
of PLASURES 


Chest 


5] 


This 24-sheet reproduction of Ernie Lombardo is a 60-times enlargement of a 
Kodachrome photograph. Produced by Forbes Lithograph Company. 


Milford Joins N. W. Ayer ‘Absorbine Pictures 
John W. Milford has resigned as | ‘ 
|publicity director of the lamp de- Stress Realism of 
rtment of General Electric veo S A 
pany, Cleveland, to join the public | 
| relations division of N. W. Ayer & | ummer gony 
Son in the New York Office. Mr.| Springfield, Mass., July 19.—That 
1926. _being made dramatically clear in a 
new campaign which W. F. Young, 
Inc. has instituted in a list of na- 


pa 
Milford has been with G-E since | summertime is “hot-foot” time is 


Sweet's Promotes Lange 


Edward C. Lange, formerly Chi- 
cago sales representative of Sweet’s 
| Catalog Service, has been appointed 
assistant district manager in the 
New York office of the service, a di- 


| tional magazines for Absorbine Jr. 
The large space, color and black- 
and-white insertions, will continue 
to October, according to J. Walter 
Thompson Company, the agency in 


or 497,535 readers have incomes above $2,000 
or 165,200 readers have incomes above $5,000 


vision of F. W. Dodge Corporation. charge. 


In meeting the competition of nu- 
merous athlete’s foot preparations 
which have come into the market, 
| Absorbine commands attention by 
thrusting the huge illustration of a 
|red-hot steaming foot into the fore- 
ground of the advertisement, the 
toes showing through the shoe. The 


athlete’s foot is acquired when hot 
pavements make feet steam. 

A second illustration shows a 
close-up of the exposed, affected 
toes, with all the horrible details. 
According to Absorbine spokesmen, 
the illustrations are intended to 
make up in stopper value what they 
lack from the esthetic side. The 
Young company tops off its strong 
selling copy with the offer of a 
sample bottle of Absorbine Jr. 

On the schedule are The Ameri- 
can Weekly, Collier’s, Redbook, The 
Saturday Evening Post, Sunset and 
This Week. 


Georgia Press 
Executives Focus 
on State Drive 


Savannah, Ga., July 18.— The 
Georgia Daily Advertising Man- 
agers’ Association, in convention 
| here last week, focused its attention 
/upon proposals for a state-wide co- 


Hunting & Fishing-National Sports- | operative campeign to merenss 


Georgia newspapers’ share of na- 
pleted the largest survey ever made tional linage. It also voted to 


change its name to the Georgia 
Newspaper Advertising Association. 

Deploring “destructive” competi- 
tion between newspapers, P._ T. 
Anderson, Sr., general manager of 
the Macon Telegraph and News, 
said, “We have got to get together 
and sell Georgia as a state to our 
national advertisers. 

“Georgia will profit, the adver- 
| tisers will profit and certainly we 
= profit.” He blamed newspaper 
. men themselves for a large per- 
of one of more automobiles | centage of losses in linage be- 
| couse of their attempts to belittle 
competing media. 


ers carry life insurance 


live in single family homes 


WCKY Switches from 
NBC to Columbia 
After carrying National Broad- 


| years, 


Station WCKY, Cincinnati, 


03 vacation 
ons each year effective Oct. 1, 


Wilson, owner of the station. 


Let us give you 
recently reduced to 50,000 watts. 
‘Sil-O-Ette to Krivit 


Sil-O-Ette Underwear 


direct its 
campaign, 
gravure 


account. A 
using newspaper 
sections and class 


6 N. Michigan Ave. 
Chicago 
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me stein is account executive 


point emphasized in the copy is that | 


casting Company programs for ten 


will begin to air Columbia programs 
according to L. B. | 


WCKY recently was granted per- 
|mission to boost its power to 50,000 
| watts, placing it on a par with Cros- 
ley Corporation’s WLW whose ex- 
perimental 500,000-watt output was | 


Corpora- 
tion, New York, has selected Samuel | 
G. Krivit Company, New York, to | 
consumer | 

roto- 
maga- 
| zines, is being planned. Helen Ar- 


Patman Adherents 
Organize for 
Chain Store Probe 


Move Seen as Start of 
Push for Bill Action in 
1940 Session 


Washington, July 20.—Proponents 
of the Patman chain store tax bil] 
,are petitioning Congress to appro- 
| priate $250,000, it was learned here 
this week, to help a congressiona] 
|committee investigate not only the 
Federal Trade Commission investi- 
| gation of the chain stores, but many 
| other specific charges against the 
| chains. 

The petition is being circulated 
by independent and _ professional 
business men from more than 32 
states who met here last Sunday. 
Luther Patrick, representative from 
Alabama, presided at the confer- 
ence, which was viewed as the start 
of a concerted move toward passage 
of the Patman bill by the 1940 
legislature. 

The Federal Trade Commission 
investigation of the chains, referred 
to in the petition, took place in 1933. 
t is now asked that Congress “take 
the necessary steps to clarify the 
single disputed issue arising out of 
the FTC investigation, to wit: { 


Wants Prices Re-checked 
“That the Federal Trade Commis- 
|;sion conducted a survey of com- 
parative retail prices of corporate | 


oo 


chains and independent retailers in : 
five cities and found, as alleged by wa 
able propagandists of the chains, Le 
that the chain store saves the 


American people an average of 10 
per cent and in the aggregate, $750,- 
000,000 a year.” 

Other aspects of “this peculiar 
system of retail distribution” on 
which investigation is sought cover 
the questions of monopoly; spas- 
modic rising and falling of employ- 
ment; effect of the chains on small 
| manufacturers; and the amount of 
money spent by chains to influence 
defeat of the proposed Patman bill. 
There are many sub-questions at- 
| tached to the latter. 

A permanent organization is 
being established to pursue the ends 
projected in the petition. A broad 
national educational campaign is 
planned, with funds to be raised by 
popular contribution. 

Frank G. Stewart, president of 
the Standard Automotive Supply 
Company, Washington, is listed as 
chairman of the group’s temporary 
executive committee, with Charles 
G. Daughters, acting director. 
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Weed Gets WORC 


Station WORC, Worcester, Mass., 
has selected Weed & Co., New York, 
as national representative. The sta- 
tion is an affiliate of the Columbia 
Broadcasting System. 


| 
} 
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Greater Phoenix, in “city residential districts,” has a population of 122,405! 
So states a survey—just completed by the United States Post Office—which 
figured only 31% persons at every postal “stop” and excluded commercial 


areas. Here, indeed, is a true index to the thriving retail business activity in | 
Phoenix that recently registered a 12% gain over the same period of a year a J 
ago. It’s the reason, too, why Phoenix closed the first half of 1939 with the mA 


greatest building record for the first six months of any year in its history!. 
Again pointing out the indisputable fact that if you want to make sales, 
advertise where sales are being made! 


) oo MREPUBLIC eR se ct 
ann GAZETTE —2 one ne oe 


The ABC of Radio In Arizona! 


BOB HALL, National Advertising Manager _—Representatives—Williams, Lawrence & CresmerCo.. § @ —— Representatives—Paul H. Raymer Company 
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1939, showing for each year the} 


MAGAZINE LINAGE AND RATE TRENDS 


total average net paid circulation, | 
subscription, newsstand and boy | 


MagazineCirculation ie eee 


s2les, Canadian circulation, line and | 
page rates, premium for bleed | 


- 
pages and amount of linage. 10 


at 236 ? 


20 %o 


Comparison with Price Level | 


| 
| - 


a 
&. 
= . 7 
ra 


Up 4%, Color Rates 
% in Y 
Down l 0 In Cal | pare the amount of circulation per 
dollar per black and white page, | 


Linage Record Shows and dates of rate increases or de- | -10 


Other sections of the study pened 0 


~~ eam 


|creases. Charts comparing rate and 


Striking Parallel to Eco-| circulation trends among general 
nomic Trend magazines with the general price -20 


| level curve are also included. 
. . : : A limited number of copies of 
New York, July 21.—The total | the report may be purchased by -30 


circulation of 119 general magazines | non-members at ANA headquarters, 
increased 4 per cent in 1938 as com-| 999 w. 42nd street, New York. 
pared with 1937; newsstand sales of | 


.' ‘ % |} -°40 
this group were only 0.2 per cent| 


greater in 1938 than 1937, while boy 
sales showed a decrease of 4 per 


Faries to Mace | 
Faries Mfg. Company, Decatur, - 


cent; linage was down 19 per cent,| [ll., maker of portable lamps and 
black and white cost per page per| bathroom cabinets, has appointed 
thousand up 1 per cent, and four- | Mace Advertising Agency, Peoria, | 


“60 


color cost per page per thousand | IIl., to handle a business paper | 
decreased 2 per cent, according to | drive, beginning in September. J. J. | 


1929 1938 


| Keith is ace »xecutive. 
the fourth annual report released Keith is account executive 
today by the magazine committee 


———_ — AVERAGE B&W 
of the Association of National Ad- Brown Retains Interest 


AVERAGE 4-COLOR 
TOTAL LINAGE 


26,016 46! 


$ 3.30 
$10.02 


$ 3.05 
$ 9.82 
14,711,899 


W. Ellzey Brown, newly named 
‘ac oom. | Vice-president of Cleveland Tractor 
The <e-page eee gg Ragas | Sommnanwy, will retain his affiliation 
plete Getailed information on the | with W. Ellzey Brown Associates, | 
circulation, rates and linage of 278| Chicago creative counsel. H. P.| 
magazines covering the period ex-| Sigwalt, vice-president of Brown, | 
tending from July, 1929, to January,| is manager of the Chicago office. 


vertisers. 


in four-color, and 57 in paid linage. 


The fluctuations of the cost per page per !,000 circulation, black and white and 
four-color, and of the total paid advertising linage among all magazines with 
continuous data from 1929 through 1938, are shown in this chart compiled by the 
ANA. There are 77 magazines included in the black and white trend line, 50 
It is interesting to note the remarkable de- 
gree of similarity between linage and the general economic trend. 


Hospitals Use Showcases Too! 


No store in the world has a showcase But look at this photograph in another 


as important or as interesting as that way. Is this new father (and the mother) 


shown here, for this “baby showcase” at pleased and excited? Is he impressed by 


Portland Sanitarium and Hospital, Port- the cleanliness, quiet and efficiency of the 


land, Ore., has been especially designed to hospital where his baby was born? 


allow fathers and other doting friends and Wouldn't he and she think more highly 


, a of your product if they knew it was in 
relatives to view infants comfortably and - : 


; : k daily use in the hospital? 
conveniently—and without the slightest 


; : No one can calculate the indirect bene- 
danger of infection or harm. 


fits that producers of consumer goods re- 


The “showease” and the rest of this , : : , 
ceive from the implied endorsement given 
brand new nursery—described in July , , , 
’ ’ to their products through routine use in 
HOSPITAL MANAGEMENT — are in 


the country’s hospitals. No one can cal- 


hemselves i i indicati P “ 
themselves important indications of the culate these benefits, but they are enor- 


value of the hospital field from a business mous. 


standpoint. Here is a field going along 


And, of course, the best and cheapest 
without lack of business, spending millions way to sell hospitals on your product is 


through HOSPITAL MANAGEMENT, the 


news and technical journal of administra- 


daily on every conceivable product and 
service needed in the care and treatment 


of the sick and injured. tion. 


Hospital Management 


The News and Technical Journal of Administration 
100 E. Ohio St., Chicago a) yy 330 W. 42nd St., New York 


Time, Inc. in Debut 
As Producer of 
Industrial Films 


New York, July 20.—Time, Inc., 
will make its debut as a producer 
of industrial films next week when 
National Carbon Company’s “An 
Evening at the Movies,” for Pres- 
tone, is given a_ preview here. 
Instead of following the usual one- 
theme pattern of commercial sub- 
jects, the Prestone opus is presented 
as an entire program, running one 
hour and ten minutes, in which a 
melange of Walt Disney comedy, 
“March of Time,” “Coming Attrac- 
tions” and a feature picture are 
shown. 

The film starts with “Mickey 
Mouse at a Filling Station,” a 
straight entertainment feature 
which has already appeared nation- 
ally. This is followed by “Anti- 
Freeze—A Story of Scientific Re- 
search,” done in the familiar March 
of Time style, which traces the 
growth of automobile protection 
from the beginning. Under the 
heading of “Coming Attractions” 
are presented the company’s new 
merchandising plans, and the fea- 
ture, “Rip Van Winkle, Jr.,” gives 
an anti-freeze twist to the classic. 

Several well known Hollywood 
names figure in the _ production, 
which will be exhibited at more 
than 800 Prestone dealer meetings 
during the coming months. J. M. 
Mathes is the agency. 


CBS Promotes Maulsby 


Gerald Maulsby, formerly as- 
sistant director of program opera- 
tions, has been named production 
manager of the Columbia Broad- 
casting System, succeeding John S. 
Carlile, resigned. Mr. Carlile will 
engage in free lance program build- 
ing and production work. 
Passman, who has been serving as 
Mr. Maulsby’s assistant, will take 
over his duties. 


Fitzgerald Joins Eddy 

John J. Fitzgerald, Jr., formerly 
with The John Budd Company, New 
York, and previously with the New 
| York Journal and American, has 
joined the sales staff of Charles H. 


Eddy Company, New York, news- 


paper representative. 


To Metropolitan 


The New York Press, weekly 
| containing turf and other sports 
news, has appointed Metropolitan 
| Advertising Company, New York, 
to direct a newspaper campaign. 
Joseph N. Cirone is account ex- 
ecutive. 


“Messager” Selects Horn 


Le Messager Canadien, Montreal, 
|has named Otto J. Horn & Associ- 
|ates, New York, as its United States 
representative. 


Five Billion Plus 
ls 20-Year Travel 
Bill for U. S. 


Washington, July 18.—While the 
American tourist is often glared a 
by foreign taxi drivers because his 
tip is too small, or sneered at be. 
cause it’s too large, facts revealed 
this week show that in the long ruy 
he has been more than generous ty 
his neighbors across the pond. 

Secretary of Commerce Hopkins 
today announced the results of a 
study of overseas travel expendi. 
tures which shows that $5,400,000.. 
000 of good American money was 
taken to Europe between 1919 and 
1938. The study, conducted by the 
Bureau of Foreign and Domestic 
Commerce, also reveals that visitors 
to this country from foreign shores 
have contributed $1,000,000,000 
during the same period. 

Americans were at their best in 
this business of spreading money 
abroad in 1929, an exciting year as 
many will recall. During the 365 
hectic days of this year they spent 
$437,000,000 for travel and products 
ranging from real champagne to 
somewhat dubious old masters. 

During this boom year, foreigners 
favored us with the payments of 
$66,000,000, not including interest 
or principal on the war debts. 

In 1933 when there were other 
things to think about, Americans 


ry 


spent only $159,000,000 abroad. Ex- 
dropped to $25,000,000. 


out, “outlays for foreign travel have 
accounted for almost 40 per cent of 


country to foreigners for services 
and for 13 per cent of payments for 
merchandise and services com- 
bined.” 

The figures shown in the study 
do not include the payments made 
by Americans for fare or expendi- 


sels. In the case of foreigners, they 
do not include fare payments or 
expenditures on board foreign ves- 
sels. 

A 20-year chart of tourist expen- 
ditures shows that conditions at 
home exert a direct influence upon 
travel. The high point of $437,000,- 
000 in 1929, was followed by these 
figures for other years: (shown in 
millions of dollars) 1930, 420; 1931, 
279; 1932, 204; 1933, 159; 1934, 167; 
1935, 174; 1936, 209; 1937, 245, and 
1938, 213. 


Irwin Names Walters 


Irwin Corporation, New York, 
camera manufacturer, has ap- 
pointed Walters Advertising Asso- 
ciates, New York, to handle its ac- 
count. 


Langen Resumes Business 


Nicholas Langen has reopened an 
office for the production of photo- 
graphic illustrations. His new ad- 
dress is 597 Fifth avenue, New 
York. 


WFBR’S NEW TOWERS 


Located in the salt water 
| of Baltimore harbor for 


GREATER 


EFFICIENCY 


Leroy | 


NATIONAL REPRESENTATIVES ———————— 
oO 
EDWARD PETRY & CO, 
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} increased Costs 
‘Seen as Outcome 


‘of Record Case 
> RCA Wins Victory on 


GILLETTE EXECUTIVES ‘Marcy, Estes Advanced Esquire-Coronet to Catania Senunie Drive 


by Gillette Razor Shorten Name | Conmar Products Corporation, 


G. Herbert Marcy, who joined the Esquire-Coronet, Inc., has ini- | Bayonne, hag Re ay ana 
organization 14 years ago as one of | tiated proceedings to change the} — io a Ea oe be a go wl 
a group of students selected to learn | company name to Esquire, Inc., in | © al pore —o a’ Ganiees 
every phase of the business, has order that the “Esquire” portion of | oe” Advertising * soe Youk "ie 
been appointed sales manager of the name may not be unfairly used | jc, agency. _— ie 
|Gillette Safety Razor Company, in the future as a trademark by | _ 
| Boston. manufacturers. 

George Estes, in the Gillette sales| Alfred Smart, co-publisher, said Powell to Bates College 
promotion department for the past that reports of the name change Edward M. Powell has been ap- 
16 years, has been appointed sales| being made because Coronet was! pointed director of public relations 


_ * 4 i “i! promotion manager. to be suspended were utterly un- | of Bates College, Lewiston, Me. He 
‘ Transcription Issue; Will —__—_—— true. was formerly with Haworth, Powell 
sf Impose Fee Business Papers to Move oy win Gu anoy Offi & Thomas, New York. 
n G6. H. Marcy George Estes Southern Power & Industry and o J-W- yaney ce Hall Names Lorentzen 
toe Camden, N. J., July 19.—An addi- | -| Southern Hardware will move their, The Texas Company, Ltd., Syd- | 

sonal item of expense for the Chicago offices to 168 N. Michigan | ney, Australia, has appointed the| Charles Hall, Inc., New York, im- 
.  roadcasting aaieeies that may Gray Gets Dairies avenue Aug. 15. John C. Cook, sales Sydney office of J. Walter Thomp- | porter of gifts and art objects, has 


Penn Dairies, Lancaster, Pa., has | promotion manager, will be in| son Company to handle the promo- | named H. T. Lorentzen, New York, 
named Jerome B. Gray & Co., Phil- | charge of the Western territory of tion of its motor oil, diesel lubri- | to handle its account. Direct mail 
adelphia, as advertising agency. both publications. | cating oil and other products. and business papers are being used. 
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- BASEBALL 


TODAY 


af total millions of dollars annually 
“ff handed down by Judge Vincent L. 
as Leibell in federal court in favor of 
1%— which enjoined the WBO Broad- 
ich casting Corporation (WNEW) from 
rs® proadcasting Victor and Bluebird Ss - es THE JOURNAL 
: ao ae keg gs nae wes 
: es ie ae ee et 

0B) defendants with the broadcasting by 7% Bae! -_ ~ 1S SOC KI NG THE BALL 

company were Elin, Inc., a sponsor, ie N T H E 
eyf. The decision also established that AHEAD i 

) the orchestra leader may not assert, 
ntP) Association of Performing Artists, 4 
‘tsP} that he can prevent or permit Be ON ee SCORE ? 540,054 LINES! 
tof} broadcasts of the records for which | : . 
TS | prov ision for this right is made in 
- Label Establishes Rights 
er!) The court held that RCA’s rights 
x-|}records and their marketing with 
re} notices appearing on the labels, re- 
_ ) Broadcasting without permission of 

|) the maker, it was ruled, constitutes 
nis} decision, RCA announced plans te 
“es/ make its Victor and Bluebird rec- 
m-| |} poses upon payment of a “reason- 

jable”’ fee. Such fees, it was said, 
de| the copyright owner and the manu- 
Ji- )) facturer. 
ey Broadcasters, although not a party 
or )to the action, appeared in the case, 

argued the position of the broad- of a 
n-| casting industry against that of : 


i. was seen this week in the decision 
df RCA Manufacturing Company, 
re 
esf— records without authorization. Co- 
inf) and Paul Whiteman. 
65— either directly, or through National WHAT'S THE FIRST six MO NTHS BY 
he has performed unless an express 
of his contract. 
ns|} arose out of its manufacture of the 
stricting their use to the home. 
a unfair competition. Following the 
for| ords available for broadcast pur- 
dy’ will be divided among the artist, 
»s-"§ The National Association of 
ps- represented by its counsel, who 
athy RCA. 


On eememnenememnemeamns 
~<| Roadside Stands 
s|,in Maine Get 


nd} State Approval 


| Augusta, Me., July 19.—Travelers 
/ along the highways of this state will 
have some assurance hereafter that 
ot the fresh fruits, vegetables, eggs 
p-— ®nd farm produce they purchase 


so- from roadside stands weren’t se- THE JOURNAL stole all the bases and carried them home 


ac- B) cured at the wholesale market in . ’ . . . 
their own distant town the day be-| 2 the first 6 months of ’°39— in both retail and national 


fore. linage. (Source, Media Records.) 


SS The Maine Department of Agri- 
an culture this year is supplying “Ap- 
to- I Proved Roadside Market” signs to Just a quick glance at the retail figures on the right, from 
ad- ‘ands which can qualify for this ‘ r 
eW BB designation. and some 50 will blos- Media Records, will tell you how strongly Portland re- 
om out with the state’s approval ° enn? ° eae 
his. sbeeienen tailers depend on the hard-hitting fence-busting ability 
Distribution of the signs follows . . 
S totes: investioniion of teasteete of the Journal. Because it scores consistently for them 
N§ practices by the state depart- H H i ; 
or ent. To quality, » roadside stand they give it an overwhelming linage preference. 
or Perator must produce or purchase . : ? 
at least 80 per cent of his merchan- You'll notice also that national advertisers have followed 
“s€ Irom within an area of 25 miles . ° ° ° 
om the stand. their lead. They’ve found it pays to go to bat for their 
loin Ohio Select List retailers in the same paper these men use so successfully. 


: The Washington Court House 


+] 

5. 7 ord ~ Herald, the Van Wert 

'-™es-Bulletin and the Logan News 
‘i ~ » cen admitted to membership 

% ehiesented nationally by” John DAILY NATIONAL TOTAL LINAGE 

Ww con —_— nationally by John 

ullen ompany. ( 
’ January—lune, bea 


WOXR Adds Wa! lk 
Russel Walken Jr, formerly ta-| FP ORTLAND*e OREGON 


ff mani age r ,” Station WCBC, 


Ill., has joined the sales REYNOLDS-FITZGERALD, INC,, NATIONAL REPRESENTATIVES 


taf of ‘St ition WQXR, New York. 
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ment, 


Roy S. Durstine | 
Organizes Own 


a small, “compact” staff. 

The announcement also hinted 
that the new agency will lay much 
stress on marketing surveys and 


. 
A en in New York go in for pre-testing of copy | 
lappeals. The experience of the 


| tracted for the services of any addi- 


firm’s personnel, it was indicated, 


(Continued from Page 1) will help in the proper evaluation 


ner, formerly with Newsweek and of these marketing aids. 
BBDO, and John Read Burr, who That the Durstine firm is conte m- 
has been with Blackett-Sample-| plating special emphasis on radio 


Hummert and Kenyon & Eckhardt. 
The policy of the Durstine agency, 


business is seen in the reference to 
'“a group which represents the long- 


number of clients and to maintain | 
| mounting costs of talent and a real- 


|as outlined in the initial advertise- lest successful experience in the | 
will be to serve a _ limited | 


ANTI-CHAIN THEME 


radio field, and which realizes that 


interesting announcements, the 


istic view of coverage figures are 


the three great questions in radio | 


today.” 
Mr. Durstine declined to state 
whether his organization had con- 


tional clients as yet. Headquarters 
are at 580 Fifth avenue. 


Korbel Adds Aldrich 
Adria A. Aldrich has joined Kor- 
bel & Colwell, New York, publicity. 


to Work; iness- , 
iditional Men Put F all lines of busines: gh market with 
3 000 Ac s—great news or h this growing th unequalled 
at news for busines Salt Lake Market, To — effectiveness. «? i Lake Tribune- 
Gre one selling '" the ee griet for silver maximu ing power of The , lowest milline 
is the recent increase - ion of adverts as one of hie field. \t 's 
° ns : + hin ° 
is «men forecast — “ Toop he entire publis pote ore eave 
Utah aon for employme it means rates of the four ee wide coverage: 
r . n a 
operation’ ©3000 addition@) dollars OM os in percent OF * ke Tribune-Tele- 
proximar ie of about on P ds, The Salt Lake tre iim for 
an increase | payro sah In other WOES: hy gu schedule ™ 
in the annue ent within ram is a logicé 


the Salt 


The Salt Lake Tribune Salt Lake Telegram. 


MORNING AND SUNDAY 


EVENING ONLY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


| This is the emblem of the Independent 
Merchant of America - the trade mark 
of a campaign now being conducted in 


behalf of Independent American busi- 


| 


Crosley Car Debut 
Spur Sales for 
lis Lone Rival 


Butler, Pa., July 19.—The old gay 
that “competition is the life of bug. 
ness” is being verified again in rp. 
ports from the American Bantay 
Car Company here that the deby 


be lad 


of the new Crosley “midget” car haf 


|is another new addition to the line, 
| also 
| quests. 
| industrial 


| The 
|American Home, Better Homes &| individually and collectively. 
| Gardens, 


ful, House & Garden, Ladies’ Home 


| Journal, Liberty, Life, McCall’s, |pointed chief purchasing agent ane 
Redbook, The Saturday Evening|supervisor of printing and _litho- 
Post and Woman’s Home Com-| graphic production of Seagram Dis 


| siderable attention to sales promo- 


|felio listing prizes for distributors’ | 


ness. Patronize your Independent helped rather than hurt sales of th 
Bantam. 
Merchants. They helped build the 


Company officials attribute th; 
increase to the fact that many prog. 
pective customers held off buyin; 

until the Crosley appeared. Noy 
Independent merchants throughout the lthat it has, they are buying eithe 
county are using te Siepert ot the | that or the Bantam. 

v ! : ; 
mr vole battle against chain stores. rr Midget automobiles, long SUCCERs. 

ul in Britain and on the continer 
' partly because of the higher cost o 
petrol or gasoline, have considerab) 
sales resistance ahead of them jr 
this country. Thus, Bantam officia): 
point out that their greatest obstack 


Toastmaster Plans 
is Biggest Drive io" Sonne but ae tek a 


Elgin, Ill., July 18.—Toastmaster | getting the American motorist ac. 
Products division of the 
Electric Company will follow a rec- | sions. 
ord sales period 
with the largest 
campaign in its 
history this fall, 
according to 


community in which you live. 


Flat Terrain Best Market 


Neither is it a 
midget cars have found sales best 
|in sections of the country where 


eA 


McGraw | customed to cars of small dimen.f) 


secret that theh 


plans outlined to long, level stretches of highways 
territorial man- | predominate, instead of hills. The 
agers this week. |}populous and hilly Eastern and 


|Middle Atlantic States have been 
more difficult areas to crack. 

| A comparison of the two cars re-| 
'veals the following: The Crosley} 
has a two-cylinder motor, weighs! 
925 pounds, comes in two or four! 


K. C. Gifford, 
general sales 
manager, and W. 
E. O’Brien, as- 
sistant sales m 
manager, headed 
Toastmaster K. C. Gifford 
executives who department stores and other retail 
addressed the group. Mr. Gifford| outlets at a top delivered price oj 
reported that sales for the first half | $393.55. The Bantam has a fow 
of 1939 were the largest for any | Cylinder motor, weighs 1,200 pounds) 
similar period in the company’s his- | and the lowest priced model, com- 
tory. pletely equipped, sells for $399 

A completely re-styled line of|f. 0. b. the factory here. 
products will be offered in the fall| claims 50 miles per gallon of gaso- 
magazine campaign. The new line 
includes a Junior Toast ’n Jam set, 
priced at $8.50, which is expected 
tc be a leader because of the many 
requests dealers have made for a 
Toastmaster tray that would sell to 
a price market. A waffle service set 


Jack Yarmov, who has headed his 
own public relations office in Atlan- 
tic City for the past six years, wit! 
a branch in New York for the past 
two, has formed Jack Yarmov & 
the result of dealers’ re-/|Co, at 247 Park avenue, New York 
Barnes & Reinecke, Chicago| te handle advertising, public rela- 
designer, was credited | tions and merchandising. A branch 
with the re-styling of the line. office has been opened in Atlantic 


as 


passenger models and sells through!) 


Crosleyp 


line, while Bantam claims 60. it 


Yarmov Opens New Office .. 


| City. 


MBS Adds Three Stations 


Stations WSIX, Nashville, Tenn 
WLAP, Lexington, Ky., and WGRC 
Louisville, Ky., will become affili- 
ated with the Mutual Broadcasting 
System on Sept. 24. The group wil 
be known as the Southern Network 
and will be available to advertisers 


Plan Color Copy 


The fall campaign will begin im- 
mediately after Labor Day and will 
carry through the holiday buying 
season. Fifteen magazines are on 
the list and a large share of 
the insertions will be full color 
pages promoting the entire line. 
magazines include American, | 


Collier’s, Cosmopolitan, | — 
Good Housekeeping, House Beauti- | Seagram Promotes Nimis 
Albert H. Nimis has been ap- 


panion. | tillers Corporation, New York. Mr 
Toastmaster has also devoted con- | Nimis has been with the compan) 
|since 1937 as assistant purchasiné 


; | agent. 
tion in presenting an elaborate port- | s 


. . . 
salesmen covering a wide range of Florsheim Names Krivit 
products. Most of the prizes are Florsheim Shoe Company, Ch 
nationally advertised merchandise.|cago, has appointed Samuel G 
Several “deals” are also being|Krivit Company, New York, 
offered to quicken interest in the | handle advertising of its gee? 
new line. The company reported | Shoe division. Newspapers "i 


that it had executed fair trade con- 
tracts in 14 states and had contracts 
pending in several others. 


ie 
Erwin, Wasey & Co., Chicago, is 5 
Ren Begreg din |\WANTED: 
age an: | Advertising Agency 
3) bd ’ se” | . 

Godfrey to “Collier's & Ag im 
- 7 With reputation tor good os 

Joe Godfrey, Jr., has resigned as manship and ethical practices, 3” 
Western manager of Elks Magazine record f sales successes on ine te 
and Scholastic Magazine to join the || jy Core e py and contact maf 
advertising staff of Collier's, Chi- sales experienced, former! oe 
’ er ac’ 

cago agency, now a.m. large industrial ® 
vertise extraordinarily hard * rker 

. = = Plans, creates and writes direct -* 
Aitken Promoted publication ads, publicity, boust ime 
William P. Aitken, for the past | promotion ideas. University grade 
six years in the statistical division . married, Protestant —— ke more 
of Pabst Sales Company, Chicago, = aay event tien, Geen ae 

has been transferred to the adver- 1 Advertising Age, Chicag 


tising department. 


ae 


magazines will be used. R. S. Buck- 
| binder is account executive. 
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ADVERTISING AGE 


PACA Adopts Plan 
for Club Use in 


Consumer Education 


Raps Lackadaisical At- 
titude Exhibited by Un- 


informed 


Los Angeles, July 19.—Recogniz- 
ing the growing importance of con- 
sumer relations as it affects adver- 
tisers and advertising agencies, the | 
Pacific Advertising Clubs Associa- 
tion this week recommended that 
its member clubs adopt a plan, sub- 
mitted at the PACA’s recent con- 
vention, to improve and promote 
better consumer relations. 

The plan was prepared by Eve- 
lyn Blewett, coordinator of the com- 
mit for consumer’ education, 
adult division of the national edu- 
cation association, under the direc- 
tion of E. J. Murphy, who is West- | 
ern governor of the Direct Mail 
Advertisers Association and a past 
president of the PACA. 

The plan points out the six com- 
monest attitudes assumed by adver- | 
and agencies toward the) 
problem, which are: 

|. It’s just a “movement,” a fad | 
born out of afternoon bridge clubs. 
It can’t last. 

2. All right, the public wants to 
know more. We'll send them some 
tear sheets and ask their opinions. | 
Say, wouldn't our client go for this 
kind of testimonial, and it doesn’t 
cost us a cent. 

3. Consumers think our business 
a racket, that we are making 
guinea pigs out of them. We’ve got 


tisers 


4. The schools started this anti- 
business stuff. We, as taxpayers, 
support the schools. Let’s get those 
educators down here and talk tur- 
key. 


5. If it hadn't been for advertis- 


t is today. There wouldn’t be any 
high standard of living. 

6. Let someone else worry. I 
can’t take time to set people right 
about advertising. It doesn’t affect | 
my business anyway. 


New Planks Evolved 


The plan takes those six attitudes 
and turns them into six planks in a 
platform of offensive strategy to be 
undertaken by advertisers and ad- 
vertising agencies. 

1. It isn’t a movement. It’s an 
outgrowth of our economic problem 
Which has become very acute since 
1929. The people desire informa- 
ton which will help them solve the 
problem. They want to know that 
they're getting the most for their 
money. Information must be sup- 
pled to prove it. 

2. It'll take more than tear sheets 
‘o provide the information desired 


| greater consumption. 


is up to the agencies to see 

t it is provided. The following 
12 groups represent organized 
ces of consumer interest: public 

is; colleges and universities; 
tely or publicly supported so- 


igencies, Y. M. C. A., Future | 
rs of America, etc.; libraries; 
sion groups and _ public) 


membership organizations, 
clubs and civic groups; 


MASS ag N 
MUSETT 
CONNECT CUT 
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el in buying 

Dw YANKEE NETWORK  _- 
ARD P ‘Inc. 
ETRY G CO., Inc 


Representative 


To Promote Soil-less 
Agriculture Nationally | 


FOR FOOT COMFORT 


7: 


This point-of-purchase display heralds 

the advent of the Ster-All-Shu insert, 

a new product designed to keep shoes 

fresh, odorless and sterile during the 

summer. The display unit was produced 
by Robert Gair Company. 


proprietary schools, commercial, 
trade, technical, etc.; churches; 
trade associations, business and in- 
dustrial concerns; labor unions and 
other workers’ groups; newspaper 
and magazine services, radio and 
motion pictures. These are the 
places where individual economic 
problems can be met in groups. 

3. Don’t be too impressed by the 
groups who try to make you believe 
that advertising is a racket and the 
consumer is being duped. The ma- 
jority of our 120,000,000 believe in 
advertising and its truthfulness. 
Give them information to prove it. 

4. Schools didn’t start the move- 
ment. In California alone more 
than 325,000 adults demanded con- 
sumer education classes. Material 
for these classes is limited. Much 
of it is the “scare” type. Good 
material must be provided. 

5. The public must be given an 
explanation of advertising’s eco- 
nomic function in relation to all the 
other factors in our economic sys- 
tem. This will eventually bring a 
quicker response to intelligent ad- 
vertising and of course a quicker 
turnover of merchandise. 

6. You can’t let someone else 
worry. The alarmist already has a 
head start on organized business. 
Consumer education must start now 
to counteract this effect. A better 
life will come through education for 


The plan then offers these sug- 
gestions for member clubs to follow 
in adopting a plan to improve con- 
sumer relations in their respective 
communities. Invite representatives 
from the local board of education, 
women’s clubs, business and civic 
organizations and advertising clubs 
to sit in conference to determine 
what material is being used in 
schools; what information the pub- 
lic wants; what interests of business 
are involved and how can all of 
these interests be considered in a 
spirit of cooperation. 

It urges formation of a coordi- 
nating council in the community, 
and invitation of a representative 
from each of the groups mentioned 
above. 


Plans for nationwide merchandis- | 
ing of soil-less agriculture, which | 
has proved a major attraction at| 
the New York World’s Fair, have) 


been outlined by Kem Plant Food | 
| Corporation, New York. | 


Schedules in home and agricul- 
tural magazines will mark the first | 
extension of test copy that has been 
running in New York newspapers. | 
Williams & Saylor handles the ac- 
count. 


Heer in New Post 


Leo J. Heer has resigned as man- 
ager of the Jamestown Furniture 
Market, Jamestown, N. Y., to join 
National Retail Furniture Associa- 
tion, Chicago, as managing editor 
of National Furniture Review and 
assistant to Roscoe R. Rau, execu- 
tive vice-president. 


“Accountant” to Resume 


The Junior Accountant, East Bos- 
ton, will resume publication on 
Sept. 1. Fred G. Pastore is editor 
of the monthly which has been dis- 
tributed free of charge to business 
students at New England colleges. 


AN EDITORIAL, PREPRINTED FROM THE AUGUST ISSUE OF PRACTICAL BUILDER 


What! No Building? 


“W 

HEN is the next building boom 
coming?” People ask this question on every hand, because 
they feel that real recovery will come along with it. 


Investigations will come and go. Publicists and _poli- 
ticians will repeat their misinformed attacks on the building 
industry. But the building industry will go on forever. It 
will march right on, whatever becomes of the investigators 
and story writers, because we have got to build. 


Fires, obsolescence, depreciation, population growth, 
and the marriage rate have a way of bowing only temporarily 
to economic trends. 

“Why is building not forging ahead by leaps and 
bounds?” 

Well, in the first place only a blind man could fail to see 
that it is forging steadily ahead. But not by leaps and bounds, 
because it is not that kind of industry. It has always gathered 
its momentum gradually, because to build requires a greater 
amount of public confidence than any other endeavor. 


But building will have a boom. It will have it when 
John, Bill and Harry are assured of a permanent income and 
position. When employers can make wholesome improve- 
ments in their businesses, then will John Q. Public have the 
courage to take his idle money out of the bank and sign his 
name to a long term obligation. A new addition to the boss’ 
factory will do more to create confidence in the employee’s 
mind than all the investigations can destroy. 


Sometime ago an important building material manufac- 
turer on the West Coast asked me, “‘Why don’t we have more 
building right here in this town?” 


I told him, “*You will have more building when you do 
more building. When you sign the contract for that addition 
you have been planning these many months, it will be big 
news to everybody in your city—from your superintendent 
down to your humblest laborer. 


“Your employees will say, ‘Well, if the boss is spending 
his money he must think times are going to be better, and so 
our jobs are going to be secure.” What’s holding many of 
them back from building now is not material prices, labor 
costs, or interest rates, but lack of confidence in their own 
personal futures.” 


Regardless of conditions, the law of supply and demand 
is going to see to it that there is a lot of building. For instance, 
home building is already 60 per cent improved over last year 
for the first six months. But do not look for a building boom 
in its most optimistic sense until a more ideal condition exists. 
The flood will not be unleashed until the ice of public fear 
has thawed out. 


Editor-Publisher 


PRACTICAL BUILDER 


59 E. VAN BUREN ST. CHICAGO 
\LSO PUBLISHER OF BUILDING SUPPLY NEWS 
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Field Seen in Rise 
of Fruit Drinks 


(Continued from Page 1) 

The study discloses that soft drink 
volume has grown from $700,000,- 
000 annually in the pre-war period 
to $2,000,000,000 today, with cola 
drinks accounting for $400,000,000; 
ginger ale, cream soda, etc., $400,- 
000,000; milk beverages, $450,000,- 
000; ice cream soda, $250,000,000; 
carbonated fruit juices, $300,000,000, 
and fruit juices, $200,000,000. 

The diminishing returns factor 
affecting Coca-Cola was cited de- | 
spite the fact that the company’s 
steadily increasing advertising ap- 
propriation has seemingly been 
matched by a rising sales curve. 
The survey points out, however, | 
that while Coca-Cola’s estimated 
$300,000,000 retail sales volume in 
1938 required an advertising appro- 
priation of $7,000,000 by the parent 
company alone, Pepsi-Cola Com- 
pany spent $1,000,000 to achieve a 
volume of $60,000,000. 

The most important element chal- 
lenging Coca-Cola’s supremacy in 


to depart from its 6-ounce bottle 
while middle class incomes were 
dropping precipitously gave com- 


BRINGS DIRECT TO YOU a s & « 
petitors a wedge for cracking Coca- 
5 FINE DEVELOPING PLUS Cola’s strong grip on the market, 


_& ENLARGED GLOSSY PRINTS according to the report. 

First yielding of the syrup mak- 
er’s rigid policy centered around its 
introduction of the six bottle carton. 
When Coca-Cola reduced the carton 
price from 30 to 25 cents, sales 
soared, reaching 33,000,000 cartons 


rium size | 
We. 116 o 616 
ENLARGED | 


spent last year. The adoption of the six- 


for-a-quarter carton by its 12-ounce 


competitors, however, may _ rob 
Coca-Cola of its edge, the report 
observes. In addition, the low mar- 
gin of profit the latter allows retail- 
ers may affect support in that quar- 
ter. 

A formidable challenge to the 


What is believed to be the largest cam- | pola field in general is found by the 
paign ever launched in behalf of a 


ef : |research bureau in the populariza- 
photo-finishing service has been started | tion of fruit and other drinks. Sur- 
by Posto-Photo, Camden, N. J., with | : aa ith 
large space insertions in metropolitan plus orange an | Semon crops, Wi 
New York newspapers. The test also resultant low prices On these fruits, 
includes radio. Posto-Photo has a ca- | the extensive advertising campaigns 
pacity of 100,000 rolls a week and em- |Of the tea and coffee industries on 
ploys 400 people. Redfield - Johnstone, _ their iced drinks, the rise of papaya 
New York, handles the account. drinks and carbonated coffee chal- 
: = > = lenge Coca-Cola profits. 


the soft drink field, according to the a 
study, has been the introduction of | Inland to Meet 
the 12-ounce bottle, a depression The Inland Daily Press Associa- 
phenomenon that has been taken up| tion will hold its fall convention 
by numerous cola and other soft) Oct. 17-18 at the Sherman Hotel, 
drink bottlers. Refusal of Coca-Cola Chicago. 


The Knack 
of Selling Yourself 


Are You Interested in . 


Keeping yourself in the spotlight 

How to stay young the rest of your life 
Eight tips for successful public speakin 
Put up a front—and get away with it 


Quick approach to writing effectively 
ness you are going to deliver 
Eleven ways to be an enthusi 


Are you getting ahead as 
rapidly as you should? Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
9 4 plain luck? 

' No. It’s because these “lucky” 
people have learned the most 
important secret of personal 


istic person success — the knack of selling 
Speak up for yourselfl—no one else will themselves. 
Exercises in creation, invention, production You can’t sell merchandise 
Creating an illusion of super-ability these days just by building a 
Learning to speak correctly better mousetrap than your 
How to develop a pe ty that click neighbor. You've got to tell the 
Be egotistic—and make them like it world about that mousetrap. they face—the knack of selling 
Apr ch—the art of making co > And neither can you get ahead themselves 
Letters that uncover a world of friend as rapidly as you should by == = ° 


The secret of being a good mixer 


When “ignorant nerve” comes in hand 
Compiling lists of worth-while connecti 
How to get people to help you 

The price you put on your own head 


zuts—how to carry a punch and use it 


patiently waiting for a break. 

You've got to make the breaks 
» yourself — you've got to sell 
; yourself. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for ‘success. 
And he not only tells you WHY 


ons 


Daring New Book Tells You How 


Eight main ways of selling yourself you must sell yourself, but 
Developing a natural front And now a sensational, dar- HOW. He gives you an exten- 
The value of making yourself a nuisance ing new book brings you the ‘ive set of exercises, practices, 
} 


iow to get people to like you a lot 


hink straight—the basic rules of logic 


routines, practical hints, helps 
and suggestions on simple things 
to do. 


No previous book has taken 


answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
‘ advertising manager of Mills 


company's truck 


—y 
TS 


THE RUBE LENDS HIS TALENTS TO ADVERTISING 


_ 


Wielding what has often been called the world's “looniest pen," Rube Goldberg 
turns out one of his inimitable cartoons for B. F. Goodrich Company. Mice 
chase cats, acrobatic midgets tip over ice cream freezers and fat policemen bong 
unsuspecting thugs over the head in a series of dizzy portrayals of the dangers 
of tire failure. Griswold-Eshleman Company, Cleveland, is in charge of the 


tire advertising. 


New Courses to 
Widen Curriculum 
of Grocers Institute 


Chicago, July 18.—The National 
Grocers Institute, a training organ- 
ization for workers in retail gro- 
|ceries sponsored by the National 


| Association of Retail Grocers, today 


lannounced addition of four new 
| graduate study courses to its cur- 
|riculum, with three of these courses 
| dealing with advertising and mer- 
chandising practices. 

The Institute was established this 
spring. It offers six “degrees” 
ranging from Master Grocer to 
Probationer. The four new courses 
must be taken in rotation and the 
student must successfully pass each 


one before he can obtain the title | 
Each course | 


of Graduate Grocer. 
consists of 24 lessons. 

The first includes advanced work 
on commodities and the funda- 
mentals of store operation. The 
second covers salesmanship, the art 
of display and further study on 
commodities. The third and fourth 
courses go more specifically into 
merchandising and various types of 
grocery advertising. 


Pennsylvania to 
Start Tourist 
Effort This Month 


Harrisburg, Pa., July 18.—Penn- 
sylvania will spend $50,000 of its 
$400,000 promotional budget cover- 
ing the next two years during the 
months of August, September and 
October, Secretary of Commerce 


NAB Wins Delay 
in FCC Rule on 
Foreign Broadcasts 


(Continued from Page 1) 
Congress in the act establishing 
|; governmental control over the 
broadcasting industry. 

Swagar Sherley, special counsel 
for the National Association of 
| Broadcasters, concluded that indus- 
try’s presentation of its case against 
undue censorship. He declared that 
|it is not the function of the FCC 
te act as guardian of the radio 
industry. 

“Its powers are very great,” he 
|remarked, with reference to the 
FCC. “They tax the wisdom of the 
|wisest men, but they do not em- 
brace this field.” 

He declared that ownership of the 


term, is an impossibility. “It is a 
property of nature, capable of use, 
but not of ownership,” he com- 
mented. “What the government 
possesses is a right to regulate use 
of the ether, and this right of regu- 
lation with a free people is limited 
by the need to regulate in order 
|that proper use in the interest of 
society may be made.” 


Ayer Directory Finds 
Fewer U. S. Publications 


The total number of publications 
in the United States has been de- 
creased by 16 during the first six 
months of this year, according to 

H. Johnson, editor of the 
|Directory of Newspapers and 
|Periodicals, published by N. W 
| Ayer & Son, Philadelphia. Although 
there was a gain of 25 in the num- 
ber of weekly newspapers, the dail} 
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... aren't those the things you would 
like to know about? They are all in 


this new, different book! 


Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.””. He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little rea! 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 


up this primary human problem 
in such extensive detail. It 


charts a practical course for | 
every man and woman who has | 


latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don't wait for the breaks to 
come your way any longer. Make 
ise of this entrancing, practical 
guide which will enable you to 
make your own breaks. Send 
back the coupon today. 


[PRES R SDE RRS em mm me Oe Oe ety 


James T. Mangar I enclose $ 
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! 100 E. Ohio St., Chicago 
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1 Send me, postpaid, my c« 
! Yourself,” by 

payment. 
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Richard P. Brown announced today. | newspaper field shows a decrease 0! 
The drive will concentrate heav-|24. There are now 2,032 dailies © 
ily on tourist promotion and will|the country, in comparison wit 


stress all the states beauty spots, 
historic shrines and other old stand- 
bys relied upon to work up interest 
of travelers. Sun-tanned playgirls 
will be conspicuous by their ab- 
sence. The money will be spent in 
13 newspapers in 10 states, several 
magazines and more than 50 motor 
club periodicals, Mr. Brown said. 
Al Paul Lefton Company, Phila- 
delphia, is the agency for the special 
three-month effort, which will get 
under way the last week in July. 


Forms Townsend Agency 


Charles E. Townsend, for the past 
five years account executive of J 
Stirling Getchell, has started Town- 
send Advertising Service at 203 
College street, Burlington, Vt. Ac- 
counts include Champlain Valley 
Fruit Company, Burlington Daily 
News and Station WCAX. 


Jack Bain Expands 
Jack Bain, publishers’ representa- 
tive, has moved to larger quarters 
at 122 E. 42nd street, New York 
Mr. Bain has been appointed repre- 
entative of Business Screen, Chi- 


cago, and American Pressman, 
Pressman’s Home, Tenn., business 
papers 


7 


2,056 at the end of 1938. 

In the field including periodicals, 
general magazines and_ busines 
| papers, there was a decrease of li, 
bringing the total number to 19,361 
compared with 19,378 at the end o 
1938. 


Graham to Open Office 

M. Stanley Brown, associateé 
with Fairchild Publications Com 
pany, New York, for the past # 
years, will open his own office # 
merchandising and promotion coum 
sel at 103 Park avenue, New Yor 
Aug. 1. 


Waters Named by Two 


Paristyle Bags, Inc., and We 
Brothers, Inc., distributor of & 
iranges, both of New York, ha® 
appointed Norman D. Waters & 
Associates, New York, to hane® 
their accounts. National and ca 
publications will be used. 


ar 
MAILING SERVICE 
Multigraphing — Filling 
Addressing - Mimeographint 
THE LETTER SHOP, !r°. 
140 So. Dearborn St. Wabash 
CHICAGO 


, | ee | 
‘ere a LLL —————— | 
eee ee amen sant —— tom } 
Be il 
Poe Challenge to Cola AMBITIOUS DRIVE | ee 
ity ek Te 
Bau: 2 p | ‘ 7 4 
f Si - : ry 
. a ; ; 
s | ' ££ : 
‘ ; No | f 
J iiaie . —— | ~ * TT 
em mk [fers — ‘ * is ' + , a 4 
| ey | é F oy 
= a oe ia ve | * $ a “i: hee r  ———— ' 
ko eee | Tae ~~ o % 
a . . i= | .- | 
= sec eae aa |S . W j 
- _ FINISHED PRINTS and NEGATIVES MAILED | epee? >) os, De. ! . i. (| ; ‘ 
oe ™ BACK Zosf Zaid SAME DAY RECEIVED! (Siimmiliieiieccatias “Rs . i f F 
: [ ‘ a eae Stacceassc om ae | vO Gee Fin Ai Gen-Oo ih | \ i : 
- ee, ee ia oe eS i 
= Bia Sree SS STC Cd meget . .\ 
is oa ee ae  ~, Sop y - * & ~ “f 
ee POSTO-PHOTO & | | ce 8 ay me 
: sovitet Stee Sette See tee ae, — eS os\ pee " , : 
ae ' ae eo P| - ie. 
ee < ot 4, “ee 
re — —ippiestsecas a a oe : 
- ry : “= i } = Pe “ args sf . - 5 i me i 
. fe 4 sie. ae ~ ; e » 1 ' : ; 
4 a - ae ge yy j =, a — 
} : p) na E | hd 7 * 4 
eS ae 
© "Gee i 
ee _ | < 
ie, ; 
i ae 
a . 
es or - : = - —- ——— ’ 
cis = RE ORR RE SR CE RS RTA ESTERS 2 URRELE SS Se ARERR A ER CRETE ; 
; ‘ 
eon E 
a x 
ae ses “ : 
= eS . 
3 Kn, 2 | 
noe ee A oursey eee 
VAS _" 
i oha 
acai E -f 
Nae * 4 ‘ 
ae | ; 
tie oe j > be 
cee ‘ 
~ l 
- : q - ; 
~~ > re \ 
fe ae pO ’ 
ae 
Zz +. 
= ‘ se ; 
2 iY. 
* 
a 
ee f 
* 
PE a e 
2 oe nf 
ai * 
S 
Sue ees ee 5 
Sepals po 
oe ee I 
py of “The Knack of Selling | 
2.50 in full ! 
| I 
. 1 
‘ es ursel! I 
> & 1 
- “ I 
ices ' 
| 
] | 
ee 
care ll — | 
Pie ek. = e 3 a ae on ‘ of " “> ae : - 4 ef : a ' a ; : 4 a 
i 2 ae ; AN? BS : ais ee 1ooe OMe, 


ADVERTISING AGE i) 


ee — a ne 


— 


formation . 


ae sal fewaly im ‘their 
owe hopies,. +0 The Okiahoman 
and Times @o there often to 
find out what readers think of 


the : 
them forie euch survey, just ; 
- fon pleted auton OOO subseril- 
of 


erswill servé as.@ guide to mak- 
‘ wg The Oklahoman and Times 
Sef next year conform to their, 
thadere” idees and ideals, 


«WHAT FACTS 
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~ |THE DAILY OKLAHOMAN 
‘FOKLAHOMA CITY TIMES 


DS and MACHINERY 


ACTS 


d YOURS! 


-©@ Okishoma City has # definite 
reed forian enlarged. water sup-_ 
ply. The eity fathers, after two - 

 eéstly elections, have besn unm | 
able to get @-tite approved By — 
the voiers. Bat Phe Oklaho-- 
man and Times kpewWs the at- 

ower, .afvem 24398 votes cast 

im a straw yote baséd on. ré* 

turned coupens from a single 

issué of The. Times. ! 


2% MILON 
QUESTIONS. - .. 


® The thoroughness with whieh Thé 
OR igheman and Times dig into their — 
teaders’ Tikes and dislikes, is evt- 
denced by the fact that in this latest 
survey among readers more than two 
and a half million separate facts are 
available... facts reflecting Oklaho- . 
mane” Attitudé toward their favorite 
e néwapapers and ‘heir service. 


IS THE TRUE ai dives UTION OF 
YOUR PRODUCT? aa | 


_ © Snooping around dealers’) srelves 

_ forms a part of the daily routine of 
the Oklahoman and Times: research 

_ department. The result is that if you 
want to know the most widely. dis- 
tributed cosmetic, beer, cigar, break- 
fast cereal or what-not, just ‘aak the 
Oklahoman and Times. 


® The measure of success which has come to The Daily Oklahoman 
and Oklahoma City Times in their dramatic thirty-six years under 
the direction of The Oklahoma Publishing Company may be easily 
traced to the fact that they have always sailed a charted course. They 
know, definitely, where they are going. Research has been largely 
responsible for this. Research has enabled The Oklahoman and Times 
to fit their editorial content precisely to Oklahoma’s needs . . . research 
has enabled The Oklahoman and Times to develop the most perfect 
statewide newspaper delivery system in the country . . . research, like- 
wise, has enabled The Oklahoman and Times to perfect a merchan- 


dising service that bolsters any sales program for Oklahoma. 


Published by the Oklahoma Publishing Company ¥ The Farmer-Stockman 


WKY, Oklahoma City %* KVOR, Colorado Springs * Mistletoe Express 


KLZ, Denver (Alffiliated Mgmt.) % Represented by The Katz Agency. Inc 
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Total Promotion 
Cost on Cotton Week’ *“:<:. 
Was $3,000,000 Pluss stow" averae of 20 per cent. | 


Council Leader Asks total of 771,029 agate lines of cotton 
Long Range Drive to 


Sustain Gains 


New Orleans, July 18.—National 
held May 22-27, 
promotion 
all participants in 
excess of $3,000,000, inspiring sales 
ranging 
up to 75 per cent, a recent report 
of the Cotton Textile Institute re- 


Cotton Week, 
brought forth a 
expenditure of 


total 
increases of cotton 


goods 


veals. 


This report termed the week the 
most successful drive since incep- 
Co-spon- 
institute were the |annual cotton week is necessary to 
and the 
Cotton Consumption Council, plus 
the many and varied retail organi- 
zations who tied in their individual 


tion of the event in 1931. 
sors with the 
National Cotton Council 


advertising. 


The institute report said that the 
week inspired more than 600 news- 
paper advertisements of full page 


size, or in some instances lacking | 
one column of a full page. In addi- | 
tion, more than 1,400 other adver- | 
tisements were used by retail 


HE WOULDN'T WIN A 


increases ranged from 10 
to 75 per cent, with the institute | 
that the total would 


An audit by the Market Research | 
Corporation of America revealed a | 


advertising in morning and after- 
noon newspapers of 15 cities. Also 
credited as a valuable stimulus to 
| cotton sales is the publicity given | 
the event in many commercially 
sponsored radio shows. 

Campaign Held Vital 

Possibly one of the more signifi- 
cant aspects of the successful drive 
is the desire it has apparently cre- | 
ated among industry leaders for a | 
longer range program. 

Oscar Johnson, president of the 
National Cotton Council, epitomized 
this feeling in a recent address 
'when he said, “The ‘spurt’ of an 7 
stimulate immediate interest but 
there should be effective advertis- 
ing to sustain it.” 

He pointed out that the council 
hoped to increase domestic con- 
sumption to 10 million bales and 
build up the foreign market to 
seven million bales annually. 


“Sporadic advertising,” he com- 
mented, “is almost valueless. We 
must have a well-rounded program 
launched as an everyday proposi- 
tion. Cotton week was a trial bal- 
loon. We must now develop a cam- 
paign to create a year ’round appe- 
| tite for the consumption of cotton.” 


“Up and at ’em early!”—for Kansas Folks 


| 


| 


LIFE BEGINS at 5 A. M. for the Ark Valley Boys, whose prairie ballads are the wake-up tonic for thousands of 
families in the big KFH AIREA. A recent single announcement forcibly demonstrated the popularity of KFH and the 
Ark Valley Wake-Up Hour. One announcement made at 5.45 A. M., brought requests pouring in for photos of the Boys! 


ww 3 : : 
vad yyy Z 


“—_ 
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Preceding the sun is a regular habit with 
KFH, for these Kansas folks like their enter- 
tainment early. They work early ... they 
BUY early and late. This year will net them 
nearly a half billion dollars of farm income, 
and many more millions in oil and processing 
revenues. KFH is easily the No. 1 station in 
the center of Kansas’ wealth (and 15 high- 
income Oklahoma counties) where 292,421 
homes own radios and call KFH their “home 
station.” 


Expert programming and a large talent 
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staff assures us of these money-making listen- 


— ers regularly, listeners who await news of 
f . . ‘ 
\ what you have to sell. You can’t sell Kansas 
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Glenn D Gillett Fietd Strength 


Survey—1939 


CBS - 5000 DAY - 1000 NIGHT - CALL ANY EDWARD PETRY OFFICE 


In its current gin display Hiram Walker features a fellow who's making life 


miserable for lots of us poor mortals these days. " 
and certainly he should know what will dispel the uncomfortable feelings he 
brings every day. 


POPULARITY CONTEST 


He's the “Thermometer Man" 


Gruen to Pus 
Three Models in 
Fall Campaign 


Cincinnati, O., July 18.—Plans for 
thorough advertising and merchan- 


- | run in The Saturday Evening Post 
|}in early December. 
| also be used in the Post, as well as 


tary 
| | ; . 
|| model timepieces will be conducted 


|| zines. 
|| The new lines which Gruen is 
|backing so confidently include a 


dising support of three new lines 
of watches were outlined by Teviah 
Sachs, vice-president, Gruen Watch 
Company, at the company’s semi- 
annual sales convention here last 
week. 

Built around the slogan, “Gifts 
from your jeweler are gifts at their 
best,” intended to assist the dealer 
in his fight against competition of 
other outlets, the campaign will run 
through the fall and Christmas sea- 
son in magazines and on the air, and 
there will be special local promo- 
tions for dealers in newspapers and 
outdoor. High point of the program 
is a four-color spread which will 


Full pages will 


|in Christian Science Monitor, Es- 
quire, Liberty, Life, The New 
Yorker, and Vogue. A supplemen- 
campaign on_ professional 
in nurses’ 


and physicians’ maga- 


Veri-Thin wristwatch for women, a 
Veri-Thin 


pocket watch for men 
|and a Curvex watch for men. Mc- 
| Cann-Erickson, New York, is the 


| agency in charge. 


Fleischmann Dog Copy 


Extended to Newspapers 


Standard Brands, Inc., New York, 
has expanded advertising of 
Fleischmann’s High-Vitamin yeast 
for dogs to newspapers. Eleven pa- 
pers in eight cities from Boston to 
Los Angeles will carry one column | 
copy once a week for 18 weeks. 

Newspaper copy, which is the 
same as that used in a dozen maga- 
zines throughout the year, points | 
out that itching in dogs may result} 
from a diet deficiency and stresses | 
the high vitamin content of the new | 
yeast. J. Walter Thompson Com- | 
pany, New York, is the agency. 


Toledo Industrials Elect 


Philip Linne, advertising man- 
ager, Owens-Corning Fibreglas Cor- 
poration, Toledo, has been elected 
president of Toledo Industrial Ad- 
vertisers, succeeding Lloyd Elling- 
wood, advertising manager, Toledo 
Scale Company. Other officers 
elected are: vice-president, Carl U. 
Fauster, United States Advertising 
Corporation; and _ secretary-treas- 
urer, L. F. Steele, American Floor 
Surfacing Machine Company. 


Announces New Course 

| Pace Institute, New York, will 
|offer a course in direct advertising 
beginning in September. An analysis 
| will be made of the techniques of 
| direct advertising such as list-build- 
ing, direct advertising copy, testing, 
and recording and measuring effects 


Cullen- Roberts to Agency 

Thomas Cullen-Roberts 
signed as promotion manager of 
Overseas Trader, New York. to 
join Snow, Bates & Orme, Spring- 
field, Mass., agency 


has re- 


schedule will be less frequent. 


Campaign Plans of 
Chicago Brokers 
Inspire Optimism 


Chicago, July 19.—The Chicag 
Stock Exchange scanned the bygj. 
ness horizon today, apparently ga) 
some of the clouds lifting ap, 
promptly announced plans for ap. 
tion on a newspaper drive that hg 
been “in the works” for sever, 
months. 

The campaign, described by Sig. 
ney L. Parry, vice-president, a 
primarily educational and _instity. 
tional, will involve the use of news. 
papers here and in Indianapolis fo 
a seven week period. Expansion \ 
possible later, although no plan 
have yet been made. 

Considered more important tha; 
actual size of the budget is the fae: 
that the Exchange is making use oj 
advertising for the first time in jt 
history, save a momentary appear. 
ance last year. Back of the decisioy 
to start the campaign now is seep 
a feeling that the downward busi. 
ness spiral has halted and that the 
oft mentioned “upturn” is some. 
where in the vicinity. 


Will Explain Advantages 


Mr. Parry said that the chief pur. 
pose of the drive—with first cop) 
appearing Tuesday—will be to ex. 
plain more fully to Midwest in- 
vestors and traders the advantage; 
offered them by the Exchange. Ths 
campaign is not designed to induc 
people to buy or sell stocks. Indian- 
apolis was selected for the test be- 
cause it has no stock exchange and 
has a good representation of Chi- 
cago Exchange members. 

Dominant theme of the copy wil! 
be the “Optional Odd Lot System, 
a plan whereby 65 of the best 
known and most active stocks i: 
the country can now be bought an¢ 
sold in Chicago as well as in Nev 
York, their primary market. Cop) 
will also point out that Illinois ha: 
no state stock transfer tax, whil 
in New York a levy of three ané 
four cents, respectively, is imposed 
per share on stocks selling belo 
and above $20. 

A spokesman for the Exchangs 
said that if the drive works ov! 
favorably, it might be used in as 
many as 10 other Midwest cities 
normally considered as part of the 
Chicago Exchange’s area. 


Bolsters Public Confidence 


The Exchange used copy in @ 
local newspapers during the sprint 
of 1938 to bolster public confidence 
in its work. Appearance of thi 
copy followed shortly upon Richaré 
Whitney’s departure for Sing Sins 
after his dethronement in Wa 
Street and after a brokerage hous 
here had collapsed because © 
allegedly fraudulent practices. 

The current campaign will mak 
use of all Indianapolis and all maj 
Chicago newspapers, although cof 
will not appear in the entire lis 
at the same time. Each of the thre 
Indianapolis newspapers will 
used every week. The Chicaé 


Albert Frank-Guenther Law 
the agency in charge. 


Armstrong Resigns 


Walter E. Armstrong has resigne° 
as secretary and general sales ma” 
ager of Chappel Bros., Inc., Roc 
ford, Ill., manufacturer of Ken- 
Ration dog foods. 


3) 

Holland News” Sold | 
The City News, Holland, Mi 
published for 47 years by Ben Mv” 
der, has been sold to Sentinel Pri?” 
ing Company, publisher of the * 

land Evening Sentinel. 
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HORSES FOR BANK 


yO ae SSE so So eeee 


Ce ey 


Newest advertisement in series for Cen- 

tral Bank of California which won second 

place in the newspaper class at the 

Advertising Exhibit Contest on Treasure 
Island last month. 


Coal Producers of 
Indiana Sponsor 
Research Program 


Terre Haute, July 19.—Inaugura- 
tion of a three-year reseafCh cam- 
paign designed to recapture or re- 
place dwindling coal markets was 
announced here by Jonas Waffle, 
managing director of the Coal 
Trade Association of Indiana, and 
E. R. Keiser, assistant to the presi- 
dent of Bituminous Coal Research, 
Inc. 

(The need for such research, as 
differentiated from that which pro- 
duced nylon hosiery, was empha- 
sized in a recent address by Dr. 
Homer H. Lowry, director of the 
Coal Research Laboratory, Car- 
negie Institute of Technology, re- 
ported in ADVERTISING AGE last 
week.) 

The plan has the approval of the 
National Coal Trade Association, 
but Indiana is said to be the first 
state unit to adopt it. Finances will 
come from funds supplied by coal 
producers in proportion to the ton- 
nage production of their mines. 
Scheduled to be placed in opera- 
tion by Jan. 1, 1940, the program 


Take on Style 


Poll Parrot Shoes | 


| 


. a a 

in ‘Vogue’ Copy 

St. Louis, July 19.—Increasing 
juvenile interest in style’ has 
prompted Roberts, Johnson & Rand 
to utilize a class magazine in its 
fall campaign for Poll Parrot boys’ 
and girls’ shoes, it was announced 
today. 

This company, a branch of Inter- 
national Shoe Company, said it 
would use a half page in the Sep- 
tember issue of Vogue primarily for 
merchandising purposes and sec- 
ondarily for consumer influence on 
the Vogue readers who are mothers. 
Copy aimed at adult readers in 


the sophisticated style, emphasizes 
that “Poll Parrot Sets New Vogue 
in Juvenile Footwear Fashions.” 

“Remember,” it asks, “in your 
pigtail days how you longed for 
fascinating shoes? Then you had to 
be content with uninteresting ox- 
fords and straps. Today, it’s differ- 
ent! 

Sophisticated Styles 

“Poll Parrot shoes are every bit 
as exciting and distinctive as the 
flattering beauties you wear and 
reproduce faithfully the same 
sophisticated styles, even to smart 
dressmaker details that are a joy to 
every feminine heart.” Copy also 
reminds the reader that Poll Parrot 
shoes come in boys’ styles, also. 

Henri, Hurst & McDonald, Chi- 
cago, is the agency. 


as a guide to station 


calls for expenditure of $700,000 in 
the three-year period. 


Use Has Declined 
The coal industry has lost 
ground steadily since 1929, officials 


said, and has done nothing to offset 
the 


losses. In 1929 coal supplied 
nore than 85 per cent of the 
lation’s energy market. In 1938 


nly 342 million tons were produced 
ipply less than half the energy 
arket, 
The research program will seek, 
‘mong other things, to develop an 
nternal combustion engine that 
| burn coal directly. It is also 
led to improve coal burning 
ent for domestic users in 
that its convenience may be 
pared favorably with other 


rde 


fue] 


Dempster Mill to Cole 


Dempster Mill Mfg. Company, 
e, Nebr., has appointed 
Inc., Des Moines, Ia., 
the advertising of its line 
ter supply equipment and 
implements. 
pers, 


business papers and 


mail will be used. 


Phillips, Albertson 


Company, 


To 


‘ New 


we cturer of aluminum cleanser, 
pr.» Pointed Phillips, Albertson & 
‘ew York, as sales and mer- 


ng consultant 
perations. 


in grocery 


Account to Brisacher 


En 
Ke l¢ 


f 


maker of leather flat wea: 


to 


Farm papers, 


York, 


| Brisacher & Staff, Los An- 
as been appointed to handle 
,“verusing of Wilshire Leather- 


| 
| 
| 
| 
| 
} 


selection.” 


Edison to Use Envelopes 
Consolidated Edison Company of 
New York will use envelopes of the 
National Premium Pay Envelope 
Corporation, New York, to support 
a newspaper campaign to begin in 
August. The drive will feature a 
special offer on electric irons. 


Supplements Hush Drive 


Hush Sales Company, Philadel- 
phia, is supplementing its magazine 
campaign for Hush deodorant this 
summer with weekly space in 112 
newspapers. Lincoln Roden, Inc., 
Philadelphia, is the agency. 


Ruckardt Starts Agency 


R. C. Ruckardt has opened an ad- 
vertising agency in the Tenney 
bldg., Madison, Wis. 


* “We consider this survey the most accurate, complete and un- 
biased record of actual listening habits we have ever had to use 


Sales Training Agency 
Started by Buckingham 


Buckingham & Associates has 
been organized at 35 E. Wacker 
drive, Chicago, to specialize in sales 
training, sales research and mer- 
chandising problems. 

The organization is headed by 
R. L. Buckingham and will also 
have offices in Detroit, Cleveland, 
New York, Pittsburgh, San Fran- 
cisco and Los Angeles. 


Gorham Names Jones 


S. W. H. Jones, formerly with 
Plaskon Company, New York, has 
been appointed general sales man- 


‘ager of the plastics division of Gor- 


ham Company, Providence, R. I. 
He will make his headquarters at 
the New York sales office. 


. . « and when Mrs. Homemaker answered the door, here's what 
the Omar salesman asked: "Is your radio turned on?""—"'lf so, to 
what station?" Yes, Omar Incorporated believes in the old adage 


—"'If you want a thing done right, do it yourself." 


Final tabulation of the replies forms a statistically-accurate study 


of the Omaha-Council Bluffs and Lincoln markets, as pertains to 


radio listening habits. 


It is important to every time-buyer, for 
it shows MORE LISTENERS tuned to WOW every hour of the 
day, from 7 A. M. to 6 P. M., than to any other station in the area. 
Omar began this month a series of 15 minute programs, six days 


a week, on a 52-week contract—on WOW, of course. 


OW 


f7 OMAHA, NEBRASKA 


590 KC—On the NBC Red Net- 
work—John Gillin, Jr., Mor.— 
John Blair Co., Representatives 
—Owned and Operated by the 
Woodmen of the World Life 
Insurance Society. 


*K. B. Arrington, advertising manager of Omar Incor- 
porated, comments in this way about the survey. 
Write for a condensed analysis of the survey! 
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The Patent Situation 


The preliminary report of the|to assert that this gives to it any | 
Temporary National Economic exclusive monopoly of the creative 
Committee suggests the possibility and inventive talents which have 
of amending the patent laws as a characterized the American people 
means of preventing what it re-|for generations. Aside from the 
gards as the tendency’ toward |fact that the universities and other 
monopoly inherent in the rights to|explorers in the realm of pure 
exclusive manufacture of patented | science are constantly developing 
products for a limited period. |new approaches to the application 

While it is true that large indus- of energy in all its forms and new 
trial enterprises have been leaders arrangements of matter which 


in research, and thus have kept broaden the horizons of every man- 
ahead of their fields in the develop- ufacturer, it is completely untrue 


ment of new ideas, it is seriously | that these avenues are closed to all | 


to be doubted if a change in patent |except those having large financial 
protection for the developers of | resources. 
new industrial processes and prod- On the other hand, most of the 
ucts would serve a useful purpose. | great new ideas which have created | 
As a matter of fact, the present |modern industries have come from 
patent laws furnish the greatest|individuals who have originated 
possible opportunity for the little | fresh conceptions and have had the 
man with a new idea. Many of the /inspiration to work them out to a/| 
great industries of today were made | successful conclusion. Thus indus- 
possible because an inventor was|try, no matter how large, has con- | 
able to patent his development and |stantly faced the potential compe- 
thus to have opportunity for its|tition of new and_ revolutionary 
exclusive exploitation during the|products coming from unexpected 
ensuing period. Not to have been |sources and capable of making old | 
given this chance to make the most|methods and _ articles 
of his creation would have de-/ within a very short period. 
prived him of an inalienable right; If the TNEC and others studying 
which tradition gives to discoverers. |the problem of monopoly are look- 
Big business, it is true, has been jing for new curbs, they might well 
successful in its development work |improve the protection given to the 
though consistently maintained re-j|little man with a big idea, who | 
search into the basic sciences upon |needs full protection for its devel- | 
which today’s industries are ‘opment as a contribution to Ameri- 
founded. But it would be ridiculous |can industry and prosperity. 


Barking Up the Wrong Tree 


Attacks on have substitute for the old food and drug 
undergone a change of emphasis of bill, a “chamber of horrors” was 
which those concerned with the devised to show the dangers to 
untrammeled use of all facilities for which the 
the information of the public might 
well take note. 


obsolete | 


advertising 


public was subjected 
| from what were termed advertised 
Instead of decry- | nostrums of various kinds. 
ing advertising because of its al- nation of this 
leged 


Exami- 
egregious exhibit 
unsoundness, its demonstrated that not one had any 
opponents are now spending most serious claims to being listed among 
of their time attacking the worth products which have public accept- 
of advertised products and endeav- ance because they are advertised 
oring to prove that advertisers are Since defamers of advertising are 
using publicity as a means of foist- trying to link unworthy products of 
ing undesirable goods on an unsus- | all kinds with those which have the 
pecting public. benefit of advertising, it becomes all 
Fortunately such attacks fall of |the more important for advertisers 
their own weight, because the aver- and advertising media to back the 
age consumer has had practical ex- Quality of advertised goods with 
perience in the use of advertised some specific support 


economic 


which will 
goods and knows that they are as reassure that portion of the public 
atisfactory as the published claims |which may be misled. Guarantee 
made in their behalf would indi- of advertised goods by publishers 
cate. Most of the so-called adver- | and other media are familiar and 
tised fraud 


are just like any other of long standing. Still greater use 


frauds, but only rarely are they en- of the guarantee and its emphasis 


titled to be called advertised by both advertisers and media 
Back in the days when the Tug- | might further strengthen their posi- 
vell bill was being promoted as a tion 


MODERN CONVENIENCES DOWN ON THE FARM 


—— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


"Calling all tractors . . . Calling al! 


No. 1518. In Michigan, the Thumb 
District Stands Out in Buying 
Power. 

The Port Huron Times Herald has 
issued this study of its market, 
showing the industrial, agricultura] 
and tourist activities which create 
stability of buying power the year 
‘round. Editorial set-up and circu- 
lation analysis are included. 


—Farm Journal & Farmer's Wife. 
tractors ... Dinner in ten minutes." 


No. 1519. Route List of Memphis 
Drug Stores. Route List of 


Ad-li 


This full page which ran in news- 
papers recently has been causing 
some comment among advocates of 


'strict truth in advertising, the con- 


tention of these purists being that 
the package of Post Toasties the 
little girl is holding must be at least 
two feet high to cover her torso so 
completely. Others maintain that 
explanatory text, giving the prob- 
able number of servings, the weight, 
etc., plus the smaller picture of the 
package in use, dispel any mislead- 
ing notions which the casual looker 
might acquire. It is an awfully big 
package, though, isn’t it? 


Orchids to Widow Browne 

One of the best pieces of copy 
your correspondent has laid weary 
eyes on in many a day is the piece 
headed, “Why the Widow Browne 
Sat Thinking,” and it ran not in a 


national magazine nor a long list of | 


newspapers, but in “Our Sun,” em- 
ploye 
Company. 


The Widow Browne, it seems, sat | 


thinking over the movie short she’d 
just seen about the Sun company. 


“Sun, where husband Bill dead 


these many years—had worked . , . : : 

‘way back in the days when they given you the fact—for you in turn|on natural resources, shipping 
oa mage ; ti tate .~ |to give to your public—o an’s P ‘ -j tai ‘ an¢ 

called it ‘the oil works.’ .... She 5 to your public f man’s| manufacturing, retail sales 


remembered that Sunday, long, long 
ago when Bill had taken her there 
where he worked, and showed her 
the equipment of which he was so 
proud 

“But today? How different things 
were. Sun today, so great and in- 
tricate and marvelous, dwarfed the 
Sun of old. She wished the men 
in the picture could all have known 
the company as Bill knew it, so 
they could realize how it has 
grown.” 

That’s just an excerpt, but it’s 
enough to show why we pin a de- 
serving orchid on its writer. And 
why, come to think of it, shouldn't 
Sun use this piece-with-a-heart- 
throb in advertising that reaches its 


friends, customers and employes? 


Mahogany 

The Mahogany Association, Inc., 
has just issued the third edition of 
“The Mahogany Book,” designed for 
distribution to the press, furniture 


magazine of the Sun Oil} 


Memphis Grocery Outlets. 
b b i n These booklets, issued by the 

g Memphis Press-Scimitar, provide 
stores, designers, decorators, archi- 


tects and teachers of interior dec- , 
oration, home economics and man- | ° the median rental of household- 


ual training. It tells the story of |“TS ™ neighborhoods where the 
mahogany from the tree to the fin- stores are located. 

ished furniture product, and tells it 
exceptionally well, with excellent 


The stores are classified according 


No. 1520. Selling to and Through 
the Movies. 


illustrations, including notable é ; 
pieces of mahogany furniture|. This brochure, issued by The 
turned out by leading craftsmen. Modern Theatre section of Box 


Especially notable are 36 color | Office, outlines a plan based on the 
plates showing the crotch and mot- | Possibilities of the modern motion 
tle figures which occur on the tree. picture theater for the exhibition 
and actual demonstration of many 
Good-Natured Complaint products of the durable goods and 
One of the neatest publicity tricks | equipment industries. 

of recent weeks is the two-color 
folder recently prepared by James |No. 1508. The Story of Phoenix 
P. Selvage and Fred Smith for Tim- Arizona. 

ken Roller Bearing Company. It’s This compilation of the first 200 
a gripe, but an intriguing and|cities as they rank in population, 
smile-producing one. The folder|retail and wholesale sales, income 
shows one of the first horseless car-|tax returns, telephones and other 
riages racing the most modern of |market indices has been issued by 
'streamlined trains, and then opens|the Phoenix Republic and Gazette. 
| to a spread that says: “How about|The material is conveniently 
'a lift? After all you're going our|arranged so that the standing of 


way! This is an APPEAL to people | Phoenix in each classification may 
who write and/or publish those | be seen at a glance. 
lovely stories about streamlined 


No. 1516. News from a Christian 
Then comes this: Viewpoint. 
“The new streamliners have made The Christian Science Monitor 
| the railroads news. has issued this 24-page booklet 

“Publication after publication en- | which describes the news, editorial 
tices readers with the new romance | and feature contents of the paper 
of railroading. How fast these|and its Weekly Magazine Section 
|streamliners go. How quietly they | and sets forth its journalistic stand- 
jrun. How light, compared to the | ards and practices. 
‘old-timers. What great engineer- 
|ing triumphs they represent. How No. 
‘economical. The comforts of air Have Their Say. 
| conditioning. This brochure, issued by Barron 

“But we hear little about the tap- |G. Collier, Inc., is composed of let- 
ered roller bearings which make |ters from advertising agencies al! 


| high-speed over long distances pos-|over the country, expressing their 


trains!” 


1517. Advertising Agencies 


sible which eliminate jolting|opinions and telling about results 
starts . . . which contribute to the |obtained from the use of transpor- 
|lower operating costs and ef- | tation advertising. 


ficiencies . . . and which are defi- | 
nitely interlocked with the future | No. 1511. A Line on the New Or 
|of railroading. leans Market. 
“Wait. We are not complaining.| This new market data booklet 
“Writers and publishers are not} issued by The Times-Picayune ane 
to blame. Perhaps we have not|New Orleans States, covers figure 


winning battle against friction.” 
And then come the facts 
,about Timken roller bearings. 


|other trade barometers. Maps an 
tabulations give the details of th 
| papers’ coverage of the market. 


Jottings 'No. 1509. 
Hudson Bay Fur Company turned | 
to one of the oldest stunts to em-| 
phasize a remodeling program at its|jssye by the Louisville Courie™ 
Salt Lake City store, running an| Journal and Times, is a factual su" 
entire four-column newspaper ad- | yey of the Louisville trade are? 
|vertisement upside down Puller- | containing a breakdown of statist 
inner in the ad was this: “We know | cal information to show the ma” 
that, under ordinary circumstances, | keting potentialities in the Ken- 
you wouldn’t want to come in. But|tuckiana area. 
our rent goes on just the same and 
|we’re willing to make sacrifices to No. 1501. 
get business.” 


Kentuckiana . . Its Pe 


tentialities. 
This brochure, the second annué 


Fleet Owner Surveys. 
4 A regular feature of Fleet Ow® 

Onandaga Pottery Company has er’s service to advertising agence 
just produced a booklet for sales- and manufacturers is a month 
people entitled, “How to Sell Syra- |summary of the experiences of flee 
cuse China.” While it naturally | operators, each month’s survey cov" 
covers the quality points of Onan- ering a different subject. The thre’ 
daga’s products, it also covers the most recent summaries deal ea 
whole field of dinnerware, and pro- engine thermostats, timing vor 
vides salespeople with the answers and timing chains, and body hare 
to many consumer inquiries ware. 


complete route lists of drug stores | 
and grocery outlets in Memphis. 
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PLENTY OF LIFE 


Cubs newspaper copy presents a graphic 
picture of the effect of the product. 


Wisconsin Chief 
Spurs Drive to 
Lift Milk Sales 


Milwaukee, July 18.—Gov. Julius 
P. Heil’s drive to increase milk con- 


} sumption in Wisconsin by 200,000 


gallons per day through milk bars 


' and a state-wide promotion cam- 


ae ie ta 


paign has gained the support of a 
number of agencies, it was reported 
here this week. 

The Milwaukee Co-operative Milk 
Producers’ Council has pledged its 


} support in the drive, while Jerome 


Dretzka, secretary of the Milwau- 
kee county park commission, has 


) declared the 120 dispensary units in 


the parks would make an effort to 
push milk sales this summer. 
According to the governor, at 
least four prominent downtown 
stores here have promised to install 
milk bars. He also declared that a 


milk dispensary will be installed in 
the capitol building rotunda at 
)} Madison and that he is negotiating 
with the Standard Oil Company of 
j indiana to have their station at- 
\tendants sell milk along with soft 
drinks now dispensed at oil sta- 
tions, 


Urges Feminine Appeal 


Gov. Heil urged dramatizing of 
ilk to the consumers in advertis- 
ng of wider scope with more punch. 
Getting women and girls to discard 
the false idea that milk widens the 
hips and thereby increasing the 
feminine market was also suggested 
by the governor. 
While this campaign was waxing 
varm, the state commenced court 
ction against two Outagamie 
‘county milk dealers charging them 
with selling milk below the mini- 
mum price prescribed in the Apple- 
‘on regulated market in “defiance 
f the acts of the legislature.” In 
iddition to the milk price violation, 
the complaints charge the dealers 
vith selling unsanitary raw milk 
ind with doing business without a 
cense 
Their acts were alleged by the 
‘ate to be a threat to the mainte- 
ance of prices of numerous pro- 
‘ucers in the Appleton market and 
“an imminent danger to the pub- 
¢ health.” 


Fabric House to Waters 


Fabs ec Clearing House, New 
_', has appointed Norman D. 
 Sters & Associates, New York, to 
national promotion of a new 
handising service, which will 
piece goods direct to consum- 
“'s by mail order. 


Kahn Resigns Macy Post 


,, vartin O. Kahn has resigned as | 


sales promotion manager 


R. H. Macy & Co., New York, 


‘Clean-up’ Datves 
Aid Beer Sales, 
Tilton Declares 


Tulsa, July 18.—Brewers who 
|look glumly at a declining sales 
|}curve during tavern “clean-up” 


| drives actually have little to fear, 
| George F. Tilton, advertising man- 
-ager of Anheuser-Busch, Inc., St. 
|Louis, told the Oklahoma Malt 
| Brewers Association at its conven- 
| tion here last week. 

Mr. Tilton revealed the “inside 
story” of two incidents which have 
|disturbed the beer industry re- 
cently. He pointed out that coop- 
erative efforts of Nebraska brewers 
(and distributors toward law en- 


| 
| 


become president of the House | 


’ Arthur Morris, Norfolk, Va., spe- 
ver > SOP. His successor has not 
“een appointed. 


Nelson Shifts 


ta. an 
L +g Be Nelson, formerly 
been Ser, Boston 


with 
agency, has 


Hower, ed advertising manager of 
me A Johnson Restaurant Com- 
”) on 


forcement in taverns had been | procedure which helped call atten- 


/expected by some to reduce outlets 


substantially. 

“Some feared that this action 
would result in the loss of thou- 
sands of outlets. Actually, enforce- 
ment of the plan put only 15 or 20 
retailers out of business, yet it saved 
the beer industry in that state.” 

The other incident cited by Mr. 
Tilton concerned a newspaper-spon- 
sored campaign in a dry city to 
clean up dives and gambling. 

“As a result,” he remarked, 
“every brewer who advertised in 
that paper was boycotted by the 
retailers. Seven brewers withdrew 


their advertising. 
“There was one, 

refused to withdraw. 

boycotted in 


however, who 
His products 


were 135 outlets, a 


tion to the fact that the brewer was 
on the side of law and order. The 
public began to realize this, and the 
demand for that brand of beer in- 
creased until it is now three times 
as much as it was a year ago.” 


Burgess Named 


William Burgess, for the past five 
years business manager of the 
Tribune and Leader Press, La 
Crosse, Wis., has been named pub- 
lisher succeeding his father, the late 
Frank H. Burgess. 


Joins Station WIBA 


Allen Curnutt has joined the sales 
staff of WIBA, Madison, Wis. He 
was formerly with the Capital 
Times and Wisconsin State Journal. 


aii 
ee 


¢ ANNUAL 
EALERS & DISTRIBL 


Leroy Lustig Opens 
Agency in Cleveland 


Leroy F. Lustig, for the past 14 
years advertising manager of Rosen- 
blum’s Credit Clothing Company, 


‘has opened his own agency at 677 


Old Arcade, Cleveland. 

George G. Rich, formerly adver- 
tising manager of Joseph & Feiss 
Company and Richman Bros. Com- 
pany, has joined the agency to take 
charge of a special syndicated credit 
service. 


Issues New Rate Card 


Southern Agriculturist, Nashville, 
Tenn., has issued a new rate card, 
effective with the January, 1940, 
issue. One black and white page 
will cost $3,100. The agate line rate 
is $4.50. 


<& 


Yessir, you can’t fool the dealers when it comes to radio. They have the perfect measuring 
stick ... RESULTS. You can talk all you want about power, watts, coverage, ete., but unless 
it moves merchandise off the shelves, it’s a washout to them. That’s why they went overboard 
for Don Lee. There’s an outfit that they really like. For with 31 primary stations in the 31 
primary markets on the Pacific Coast, Don Lee gives all the dealers a break. . .. Why, more than 
9 out of every 10 radio homes on the Coast are within 25 miles of a Don Lee station. And 
considering that some of the most important markets are practically isolated from any other 
radio broadcasting due to the uncertainty of long range reception, can you blame them for being 
unanimous for Don Lee? And talk about cooperation! When a sponsor puts his message on 
their network, the public never gets a chance to forget what product he’s advertising. Don Lee 
blasts it to the skies in everything from newspapers to the actual outlet where the sale is com- 
pleted. No network on the coast has such a complete merchandising picture. And does it 
work? Just ask the dealers. They know Don Lee gives out coverage that pays. 


weno WN LE 


1076 West 7th Street, Los Angeles, California 
Thomas S. Lee, Pres. 

Lewis Allen Weiss, Vice-Pres. and Gen. Mgr. 

Affiliated with Mutual — Represented by Blair 


BROADCASTING SYSTEM 


THE NATION’S GREATEST REGIONAL NETWORK 
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Newspaper Linage 
Scores 1.3% Gain 
in Six-Month Total. 


All Classifications Show! 
Gains Over '38 in June, 
Totals | 


New York, July 19.—Total news- | 
paper advertising linage in 52 major 
cities during the first six months of 
the year was 1.3 per cent above | 
1938, according to a report issued | 
today by Media Records. 

This report, covering both June | 
linage and the six-month totals, 
was accompanied by a _ tabulation 
showing morning, evening and Sun- 
day newspapers leading in the 
various linage classifications. 

Linage totals for the six-month 
period show all classifications, ex- | 
cept general and classified, ahead of | 
1938 figures. June totals show all 
classifications ahead and total ad- | 
vertising 6.7 per cent above 1938. 

Six-month gains were shown by 
retail advertising, 2.2 per cent; 
automotive, 16.7; financial, 6.3; 
total display, 2.2; and department 
stores, 1.9. General linage was 
down 1.9 per cent and classified, 1.7 
per cent. 

Percentage gains in these classi- 
fications for June were as follows: 
retail, 7; general, 7.1; automotive, 
23.2; financial, 6.8; total display, 7.9; 
classified, 2.1, and department store, 
4.8. 


June Totals Up 


Total newspaper advertising in 
June in the 52 cities covered by 
Media Records was_ 105,086,044 
lines, as compared with 98,518,718 
in the same month last year. Al- 
though below 1937 and 1936 totals, 
this figure is higher than any pre- 
vious total since 1931. 

The Washington Star ranked first 
among all papers (including six and 
seven day) in total volume of ad- 


NEWSPAPER LINAGE SHOWS INCREASE OVER 1938 


JUNE 1939 - 1938 LOSS GAIN 
CLASSIFICATIONS -30 -20 -10 1) 10 20 30 
RETAIL 7.0% 

GENERAL 7.1 

AUTOMOTIVE 2322 

FINANCIAL 6.8 

ToTAL DisPLay 7.9 

CLASSIFIED 2.1 

TOTAL ADVERTISING 6.7 

DEPARTMENT STORES 4.8 


JANUARY | To JUNE 30, 1939 - 


RETAIL 2.2 
GENERAL -1.9 
AUTOMOTIVE 16.7 
FINANCIAL 6.3 
TotaL Di sPLay 202 
CLASSIFIED -1.7 
TOTAL ADVERTISING 1.3 
DEPARTMENT STORES 1.9 


in 1938, a report by Media Records shows. 


Chicago Tribune was second and 
the New York Times was third. 

Second and third among the 
evening papers in total advertising 
linage, following the Star, were the 
Newark News and the Baltimore 
Evening Sun. 


The New York News led morning | 


papers in total advertising, followed 
by the Chicago Tribune and Los 
Angeles Times. The New York 
Times led the Sunday papers, fol- 
lowed by the Chicago Tribune and 
New York Herald Tribune. 


Other Leaders Shown 
Other leaders in the various 
classifications are as follows: Re- 
tail Advertising: Morning: New 


vertising with 11,298,587 lines. The | York News, New Orleans Times- 


. —_——— 


1938 


| Picayune, Chicago Tribune. Eve- 
|ning: Washington Star, Baltimore 
| Evening Sun and Milwaukee Jour- 
nal. Sunday: New York Times, 
| Chicago Tribune and New York 
News. 

General Advertising: Morning: 
Chicago Tribune, New York Times 
and Boston Herald. Evening: Chi- 
cago Daily News, New York Sun 
and Philadelphia Evening Bulletin. 
(The Montreal Star and La Presse 
ranked above these three, however.) 
Sunday: New York Times, New 
York Herald Tribune and Cleveland 
Plain-Dealer. 

Automotive: Morning: New York 
News, Harrisburg Patriot and Miami 
Herald. (The Toronto Globe & Mail 
topped these three.) Evening: Buf- 


a day. 


h 


*And, of course, 
you can buy WMT 
in combination with 
WNAX and KSO 
or KRNT at an 


exceptionally low 


gives 


rate. 


[167 Iisteners asked for 


response? 


you an 


Last year, we received hundreds of letters asking 
what Toby and Susie look like—how many there 
are in Les Hartman's German Band—what makes 
the Cedar Valley Hillbillies go ‘round—and so on. 


So in January we printed a folder picturing « 
number of the WMT gang. 


For seven days the folder was plugged three times 


That's @ total of 21 plugs. And the 
17,967 requests piled into the station. 


13,715 were from lowa, 1,547 from Illinois, 1,419 
from Wisconsin and 1,02! from Minnesota. 


That 
idea of the concentration WMT 


gives you in Eastern lowa, Western Illinois, South- 
western Wisconsin and Southern Minnesota, and 
the great interest there is in WMT and WMT 
programming. 


Being the only station in Eastern lowa with 5,000 
watts day and 1,000 watts night, power, plus a 
frequency of 600 k.c.. WMT is the “of course” 


station when you're selling the middle west. 


Cedar Rapids-Waterloo - 600 Kilocycles 
NBC Biue-MBS + 5000 Watts LS. + 1000 Watts Night 
Represented by THE KATZ AGENCY 


69,000 Square Miles of the RICHEST PART of the MIDWEST 


falo News, Rochester Times Union 
and Indianapolis News. Sunday: 
Cleveland Plain-Dealer, Los Angeles 
Examiner and San Francisco Exam- 
iner. 

Financial: Morning: New York 
Times, New York Herald Tribune 
and New York News. (The Toronto 
Globe & Maii ranked between the 
Herald Tribune and the News.) 
Evening: New York Sun, Hartford 
Times and Providence’ Bulletin. 
Sunday: Hartford Courant, Newark 
|Call and Rochester Democrat & 
| Chronicle. 
| Total display: Morning: 
| York News, Chicago Tribune and 
|New York Times. Evening: Wash- 
| ington Star, Baltimore Evening Sun 
'and New York Sun. (The Montreal 
Star ranked between the Baltimore 
and New York papers.) Sunday: | 
|New York Times, Chicago Tribune | 
and New York News. 

Classified: Morning: Los Angeles 
Times, San Francisco Examiner and 
|}Los Angeles Examiner. Evening: 


New | 


Newark News, Detroit News and 
Washington Star. (The Toronto 
Telegram ranked above the Newark 
News and the Toronto Star ranked | 
after it.) Sunday: Detroit News, 
New York Times and St. Louis | 
Post-Dispatch. | 

Department store: Morning: New | 
York News, Boston Herald and Chi- 
cago Tribune. Evening: New York 
| Sun, Baltimore Evening Sun and | 
| Milwaukee Journal. Sunday: New | 
| York Times, Chicago Tribune and | 
New York Herald Tribune. 


Start Wisk Campaign | 


The opening advertising drive for | 
Wisk, new depilatory, was launched | 
last week in Life by Sales Affiliates, | 
New York. Insertions will run) 
through August. Grey Advertising 
Agency, New York, handles the | 
account. 


Plan Guide for Bride 

The 1939 fall and winter edition 
of the Buying Guide for the Bride | 
will be published with the Novem- 
ber issue of House Beautiful, in- 
stead of with the October issue as | 
in the past. 


Issue Guarantee on 
Law Compliance 


New York, July 18. — Following 
the recent action of several drug 
associations in setting up model 
guarantees of compliance with the 
new food, drug and cosmetic act, 
Associated Grocery Manufacturers 
of America this week presented its 
members with two forms, for use 
on invoices and in cases where an 
individual guarantee is required. 

The invoice guarantee reads: 
“The undersigned hereby guaran- 
tees that no article listed herein is, 
when shipped or delivered by the 
undersigned, (a) adulterated or 
misbranded within the meaning of 
the Federal Food, Drug, and Cos- 
metic Act, to the extent said Act is 
then effective and applicable, or an 
article which may not, under the 
provisions of section 404 or 505 of 
said Act, be then introduced into 
interstate commerce; (b) adulter- 
ated or misbranded within the 
meaning of any identical or sub- 
stantially similar state or municipal 
law, on the subject, to the extent 
said law is then effective and ap- 
plicable.” 

The individual guarantee is sub- 
stantially the same, but specifically 
mentions the name of the dealer. 


Lenfestey Starts Agency 


Fred A. Lenfestey Advertising 
Company has been established at 
425 E. Pico street, Los Angeles, 
specializing in industrial accounts. 
Accounts include Lansing Mfg. 
Company, sound equipment; Ultra 
Violet Products, therapeutic lamps, 
and B. O. T. A., Ltd. 


To J. J. Devine 

The Record--Argus, Greenville, 
Pa., has appointed J. J. Devine and 
Associates, New York, as national 
representative. 


School Names Korn 

Fairfax Hall, Waynesboro, Va., 
has named J. M. Korn & Co., Phila- 
delphia, to handle its account. 
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TE. S. Will Shift 


fo Newspapers 
in Fall Campaign 


Cleveland, July 19.—The I. E. s 
Better Sight Lamp campaign, 4 
begin in October, will be the larges 
drive ever staged by this group, ; 
was announced here today. Sixty. 


five lamp and shade manufacturer; 
including General Electric Company 
and the Westinghouse Electric 4% 
Mfg. Company, comprise this grow 
which began advertising in 1934 

It was also disclosed that news. 
papers, rather than magazines 
would be the major medium in th; 
1939 drive, following tests mac 
this spring. Fifty-nine newspaper; 
in 39 states have been selected | 
carry the copy. 

Utilities, department stores, fur. 
niture stores and other I. E. S. re. 
tailers are expected to tie in con. 
siderable local advertising with the 
national campaign, featuring _ the 
value of the “Certification” tag 
which means that the lamp offered 
has been made in compliance wit! 
I, E. S. standards. 


Founded by Foster 


Se a ee 


—— a 


Current campaign plans accen\|_ 
the profound effect which this co-| 7 
operative effort has had upon th 
industry since its inception. When!” 
F. Carlisle Foster, president of Fos- 7 
ter & Davies, fathered the coopera- 
tion idea in 1934, the portabk 
lamp industry was virtually on the 
rocks. Meetings were held 
many sections of the country by — 
Mr. Foster, E. D. Strayker of G-E, 7 
and J. F. O’Brien of Westinghouse 
to organize a “fighting spirit.” 

The I. E. S., Illuminating Engi- 
neering Society, came into the pic- 
ture when its specifications serve: 
as common denominator for a 
manufacturers joining the coopers 
tive movement. The first year’s ap- 
propriation was about $25,000; thi 
year’s will total $100,000. Despit 
unsettled business conditions sale: 
have continued to climb. For the 
first quarter this year they were 5 
per cent ahead of 1938. 

Foster & Davies, Inc., is_ th 
agency for the campaign. 


WESTINGHOUSE OFFERS 
LIGHTING SALES AIDS 

Bloomfield, N. J., July 19.—Th 
lamp division of the Westinghous 
Electric & Mfg. Company has in- 
augurated a year-round progra! 
designed to develop lighting bus’ 
ness for electric utilities throug’ 
use of sales-help portfolios cover 
ing home, farm, industrial and com: 
mercial lighting. 

A series of three of these port 
folios is being offered over 500 util 
ties. They are bound in loose leé 
style in order that subsequent pr 
motion helps may be readily addeé 
Nearly all of the campaign and a¢ 
vertising ideas presented represe! 
considerable expansion of the ea! 
ier helps offered by Westinghouws 
Included are post-card campalg! 
on home and commercial light! 
and a new booklet on farm lightin 


Firestone Names Kimbal 


Firestone Tire & Rubber Com 
pany, Akron, has named Abb 
Kimball Company, New York, ' 
direct promotion of its Airtex ¢ 
vision which manufactures ™* 
tresses, cushions and upholstery. “ 


fall campaign is being planned 


ne 


WHEN YOU THINK OF 


THE SMALL TOWN MARKET 


THINK OF 


— <SAmerica s Greatest Weekly Newspaper |= : 
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Adam Hats Takes 
Fall-Winter Fight 
Broadcast Series 


New York, July 19.—Continuing 
its practice of the last two years, 
Adam Hat Stores, Inc., will sponsor 

entire fall-winter series of 
Madison Garden fights over the. 
coast-to-coast Blue network of the | 
National Broadcasting Company. 
The championship bouts in every 
d ion, beginning with the light-| 

ight title contest at Yankee Sta- 

m on Aug. 22, and 16 Garden 

uunters, beginning with the| 

‘iddleweight contest on Sept. 12,! 
will be covered in the series. Ad- 
vertising Trade Service is the! 
Adam agency. 


New Show for Mars | 


Mars, Inc., maker of Milky Way 
candy bars, has signed a year’s con- 
tract with NBC for “Dr. I. Q.,” audi- 
ence participation show. Approxi- 
mately 50 stations will be included 
in the Red network over which the 
program will be aired on Monday | 
from 9 to 9:30 p.m. Grant Adver- | 

ing is in charge. 


Two for Campbell 


Campbell Soup Company has ar | 
ranged with the Columbia Broad- | 
casting System for the presentation | 


of two new = series. Promoting | 
Franco-American spaghetti, “Meet | 
the Dixons” will be broadcast Mon- | 


day through Friday from 9:15 to 
9:30 a. m., starting July 31. Ruth- 
rauff & Ryan is the agency. On 
behalf of soup products of the com- 
pany, “Donna Curtis” will be heard, 
beginning Sept. 11, on Monday 
through Friday from 11:15 to 11:30 
a.m. Ward Wheelock Company is 
the agency. 


Sponsors Burns & Allen 


George Burns and Gracie Allen 
will be presented by Lehn & Fink 
Products Company in a new series 
on CBS for Hind’s Honey and 
Almond cream. Beginning Oct. 4, 
the comedians will be heard over 
50 stations on Wednesday from 7:30 
to 8 p. m. Arrangements were 

ide by William Esty & Co. 

Sports for Congress Cigar 

Congress Cigar Company will 
sponsor a series of sports resumes 
and commentaries by Ed Thorgersen 
over 19 stations of the Mutual 
Broadcasting System, beginning 
Sept. 30. Advertising La Palina 
the series will be broadcast 
on Saturday from 5:45 to 6 p. m. 
Marschalk & Pratt is the agency. 


cigars, 


Hormel Expands Program 


George A. Hermel & Co. will add 
ive stations to the 25 now carrying 
its series, “It Happened in Holly- 
ood,” on CBS. In addition to in- 

sing the number of. stations, 
Hormel will also present the pro- 
fram on five days a week instead 
three as heretofore. The time 
been changed from 11 to 11:15 
to 5:30 to 5:45 p. m. Batten, 

Durstine & Osborn is the 


Borax Changes Time 


Time changes in three other pro- 
s'ams have been announced by the 
! rks. Pacific Coast Borax 

ny will shift “Death Valley 


five days a week over 66 CBS sta-| 


tions. Neisser- Meyerhoff is the 
agency. 
Tums Shifts Heidt 
“Horace Heidt and His Musical 


Knights,’ sponsored by Lewis-Howe 
Company for Tums, now being 
heard on Thursday from 7:15 to 
7:45 p. m., has been shifted to Mon- 
day at 9:30. The program, arranged 
for by Stack-Goble Advertising 
Agency, is broadcast over 56 sta- 


| tions of the NBC Red network. 


Langendorff Show Returns 


Langenderf United Bakeries, San 
Francisco, will return Rush Hughes’ 
Langendorf Pictorials to the Pacific 
Coast NBC Red network July 24. 
The program was dropped 18 
|months ago in favor of a different 
|type of program. Young & Rubi- 
cam, Los Angeles, is the agency. 


Colgate Has New Show 


Colgate-Palmolive-Peet Company 
launched “Women of Courage,” 
| starring Selena Royal on the Dixie 


network of the Columbia Broad- 
casting System on July 17. Pro- 
moting Octagon soap, the new series 
will be heard on Monday through 
Friday from 10:45 to 11 a. m. on 
16 stations. Benton & Bowles is the 
agency in charge. 
Ohio Oil Signs 

Ohio Oil Company will present a 
musical variety show on Sept. 1. 
The program, arranged through 
Byer & Bowman Advertising 
Agency, will be broadcast over four 
NBC stations from 10:30 to 11 p. m. 
on Friday. 

Series for Ovaltine 

Wander Company will offer a 
new series, “Carters of Elm Street,” 
for Ovaltine over an NBC network 
of seven stations. Starting Sept. 25, 
the series will be heard on Monday 
through Friday from 12 to 12:15 
p. m. Blackett-Sample-Hummert is 
in charge. 

Enna Jettick Expands 
Following a test campaign on a 


single station in the spring, Dunn 


& McCarthy, manufacturer of Enna 
Jettick shoes, will present a new 
musical program, beginning Aug. 
20, over 72 stations of the Red net- 
work of the National Broadcasting 
Company. The program will be 
aired on Sunday from 5 to 5:15 
p. m. Marschalk & Pratt is the 
agency. 
Miles Signs Templeton 


“Alec Templeton Time,” a new 
program featuring the blind pianist, 
will be introduced by Miles Labora- 
tories, Inc., for Alka-Seltzer on 
Sept. 25. Wade Advertising Agency 
is in charge of the program which 
will be broadcast over 53 stations 
of the NBC Red network on Mon- 
day from 9 to 9:30 p. m. 

Regional Nets for P&G 

Procter & Gamble Company has 
added five regional networks in 
Canada to the NBC networks carry- 
ing four of its programs: “Guiding 
Light,” “Story of Mary Marlin,” 
“Ma Perkins,” and “Pepper Young’s 
Family.” The company is also re- 
placing.“‘Houseboat Hannah” with a 


series entitled “Second Fiddle” for 
Oxydol to be broadcast at the same 
time, from 10:45 to 11 a. m. on 
Monday through Friday over 8 NBC 
stations. The change is effective 
July 31. Blackett-Sample-Hummert 
is the agency. 
G-E Returns 


General Electric Company will 
return its “Hour of Charm” pro- 
gram to 61 stations of the NBC Red 
network on Sept. 17. The series 
has been shifted from Monday to 
Sunday and will be heard from 10 
to 10:30 p. m. The program is 
handled jointly by Batten, Barton, 
Durstine & Osborn, and Foster & 
Davies. 


Philip Morris Shifts 


Philip Morris & Co., Ltd., will 
shift its “Breezing Along” program 
from Friday to Monday from 8 to 
8:30 p. m., effective Aug. 7. “Name 
Three,” sponsored by Alfred Dun- 
hill of London, Inc., will be heard 
on MBS Wednesday, 8-8:30 p. m., 
instead of Monday, effective Aug. 9. 
Biow Company is in charge. 


THESE HEAVY CURVES DENOTE THE WORLD'S 


BUSIEST INDUSTRY 


It’s plain business acumen to go after business where 


business is good... 


and there’s no questioning where 


that is. (The charts below are compiled from the 


authoritative indexes of Business Week, the Federal 


Reserve Board and 


Engineering News-Record. See 


the June 22nd issue of the latter for more details.) 


Gear your sales-advertising strategy to grind out 


what’s in the wood here. (An 8-billion-dollar engi- 


neering construction year — the greatest activity since 
boom-time 1929-1930.) 


ENGINEERING CONSTRUCTION 


New highs are being established in some phases of 
engineering construction, while most branches are en- 
joying more than the 14-year average of business — 
notably waterworks, sewerage, sewage disposal, high- 
ways, bridges, public buildings and earthworks. 

There never was a better time to use the pages of 
Engineering News-Record and Construction Methods 
and Equipment to make advertising go to work 
building business for you. Here you get 52,000 paid 
circulation (a total readership of over 200,000) at a 
lower rate than third-class postage. 


WHERE CONSTRUCTION STANDS IN RELATION TO GENERAL BUSINESS 


now heard over the NBC 
twork on Friday from 9:30 
m., to Saturday at the same 


| 


McCann-Erickson is the| 
Prudential Shifts 
When a Girl Marries,” will be 


‘ , 
ted 


by Prudential Insurance| 
y from the 12:15 to 12:30 
' now occupies on Monday 


"UG Friday to 2:45 to 3 p. m. 
, ning July 31. The program is 

‘ccast over 49 CBS stations. | 
« Bowles is in charge. 


Wrigley Switches 


m Wrigley Jr. Company will | 
ieee »cattergood Baines,” begin- | 
Pt. 11, from the time it now | 
-,. > St 11:15-11:30 a. m. to 


m. The program is heard 


CONSTRUCTION METHODS AND EQUIPMENT 


---- Manufac sng 
— Sree Ss 


5? 


ENGINEERING 
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ADVERTISING AGE July 24, 1939 
'Challenges View hammering prices down, usually 
° ° ly one force trying to keep them 
of Dr. Meiklejohn bee 


bd jup. The “price rigidity” is one of 

oice ofr the VELTISESN _[),2 se pastor tn your sue ot the newer New Beal “red het 

July 17 appears a dispatch from |now being widely exploited by the 

, ; Wellesley, Mass., in which Dr.| governmental lesser lights. It wil] 
‘ > : l B, ~ , , 

‘ This department is a reader’s forum. Letters are welcome Helen Meiklejohn of the San Fran-|go down in history with the other 


ee o | Cc |cisco School of Social Studies| myths including “60 families.” 
Greyhound Dresses Up OH, WELL ALL IT THE BARE FACTS | Said before the Summer Institute The only reason that the Ameri- 
Lower Fare Schedule for Social Progress, “Today Amer-|can economy has reached some- 


To the Editor: Recently, our ica is entering into a mature econ- | thing like a stand-still is due to the 
client, Pacific Greyhound Lines, re- omy—in which population is ap-|lack of re-investment of savings in 
duced its bus fare between San proaching a stationary level, there|new enterprises and expansion. 
Francisco and Los Angeles. To | are no further physical frontiers to Dr. E. W. Kemmerer, noted econ- 
illustrate the marked decrease in push farther back, mass production | omist at Princeton, is quoted as say- 
cost of bus transportation during has been fully developed in most/ing conversationally, that “it would 
the past two decades, girls from | important directions, and not only |require roughly 20 billions of new 
Sally Rand’s Nude Ranch, Golden is the average age of citizens ad-|money annually to set the wheels 
Gate Exposition, were _ recruited. vancing, but the value of older men| going at our former pace.” Harry 
The resulting photograph was pub- and women is being increasingly|Scherman, author of “The Prom- 
lished in many newspapers through- recognized.” ises Men Live By,” figures that 
out the Western states for its pic- It hardly seems possible to cram} America formerly re-invested about 
torial interest. into one paragraph more misstate-|21 billions annually in new enter- 

DoucLas R. YOUNG, ment of fact. The gloomy prospect| prises and expansion. More re- 

Beaumont and Hohman, Inc., which the social workers, including | cently one of the New Deal econo- 

San Francisco. Mr. Roosevelt, foresee, is not borne|mists has estimated this figure at 
out by the facts. 19 billion dollars annually. 

In 1930, the census showed our The latter young man is worry- 
land area to be slightly less than 3/ing, trying to find some outlet for 
million square miles, inhabited by|this dammed-up capital. The young 
123 million people, or a density of |man proposes housing as the proper 
population of 41.3 people per square | outlet for this capital. Housing is 
mile. Believe it or not, in that so-|all right and should be pushed— 
called wild country of Ethiopia re-| but it does not need and could not 
cently conquered by Mr. Mussolini,| use 20 billion dollars a year. 
the population density is 28.5 peo-| What the professors never seem 
ple per square mile—more than our/to learn is that if they will take 
density in 1900, when it was 25.6.|the brakes off, this frightened cap- 

Here are the population densities | jtal will find many outlets without 
for the leading countries of Europe: | any help from the government. 
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Truth Will Prevail 


Despite Detractors 

To the Editor: Three cheers for 
the advertising “debunkers.” They 
are the best friends we have! 

The debunker’s spiel appears, on 
the surface, to pack an influential 
punch. So it does. However, there 
can be little, if any, serious harm 
done by these “educational” attacks 
on advertising. 

The public, though gullible, isn’t | 


going to swallow denunciations of England ............742.2 These matters seem unrelated to 
our business completely. Belgium . 693.3 some extent, but back of these va- 

If anything, a program of propa- Holland .. ... 610.5 rious statements it is the same 
ganda to defeat advertising will only Germany . 360.7 philosophy, viz., that we have 
succeed in making the public mind France ... ....196.9 reached a level population, a level 


more advertising-conscious. People 

will take added interest in the ads. | 

And therein lies our opportunity 
.thanks to the debunkers! 


We can, and should prevent any These gals from Sally Rand's Nude Ranch helped Greyhound dramatize the 


cgay . ; McDaniel of Dartmouth says that|late this level economy with a su- 
serious results from campaigns of | ‘eductions in its fares from Los Angeles to San Francisco. Isn't the bus beautiful? the present price rigidity threatens|perior wisdom not possessed by 
our enemies by keeping our adver- | °* = 


=|permanent government control of|anyone in the past nor by any 
tising above reproach. By being | have done before, our agency devel- Suggestion for investments. If Prof. McDaniel hadjordinary mortals in the present. 
Truthful. There are more potent |oped the enclosed booklet entitled | ° ever been a business man and had Because the New Dealers couldn't 
sales punches in the Truth about a|“Judge AmForge Holds a Radio Making a Fortune tried to control prices on the up-|make the economy expand under 
product than in all the subterfuge | Quiz.” As you will note, the entire To the Editor: In your issue of|side he would regard rigidity of|their policy, the only safe conclu- 
clever writers can employ. Truth-| copy in this book is written in the|July 10, on Page 21, you state that| prices as merely an economic the-| sion, safe for them, is—the old ma- 
fulness solidly builds confidence. |form of a radio quiz, the conductor |the annual dues in the Townsend |ory, realized only once in a great|chine has no expansion left in it. 
Honesty will build sales! interviewing several different peo-|Plan have been increased from 25] while in a very few businesses. BuRTON BIGELOW, 


The next 20 years is going to|accomplishment and a level of hope 
show the stationary population con-|and that all we can look forward 
tention to be a myth. to in the future is the efforts of the 

In the same dispatch Prof. J. M.|paternalistic government to regu- 


m 


We can ignore the debunkers—|ple. The conversational style is|cents to $3.65, in order to raise the There are hundreds of forces New York. 
but let’s be cautious—let’s not|used throughout. The illustrations|necessary campaign funds. This is} = ss ——— a —————— 
leave any avenue open for their | from page to page tie in the atmos-|a deliberate and wilful prevarica- ee eee 
march. Keep our advertising on a|phere of the radio quiz with the/| tion, and you knew it when it was 
high level. Whether you write,| text and with some of the illustra- | written. 
speak or direct advertising. ...elab-| tions of our products. | The annual dues now, in the past 
orate and emphasize on the Truth. The reaction received towards |and in the future are but 25 cents, 

D. E. ANDORFER, this book has been gratifying. We)and if your correspondent had read 

Advertising Section, Baxter have received many compliments In-|the resolutions he would have | 

Laundries Corporation, Grand dicating that the booklet has regis- known that the new ones provides 

Rapids, Mich. tered. Best of all, the comments that no change would be made. 

have come from customers and The statement of 1 cent per per- 
First? == = yo “* ‘son per day for a national radio ~ 
a € DOOK Was prepare y Com-|pbroadcast on the Townsend Na- 

To the Editor: We stumbled} mercial Advertising Agency, Chi-|tional Recovery Plan is entirely —> — 
onto the phrase, “Safety Fourth, cago. voluntary from the millions who eccce 
some time ago and used it as a H. MULForp, now favor the Townsend Plan. — 
slogan in connection with the pro- Vice-President, American Forge Incidentally, you should know 
motion of a safe and sane Fourth] pjvision of American Brake | that this plan is the only real RESULTS 
of July. I know it s hazardous to Shoe & Foundry Company, American one that has been ad- 
nse tar for As ~uined and Tam! Chicago. vanced in the past five years for | Dear Sunset: Several months ago we were inclined 
wondering if this phrase has been vv, recovery. If you have a better plan | to feel that within a short time the response to 
used before and by whom, for what. Hot Stuff? than Dr. Townsend’s, please bring | our twenty-one line advertisements in Sunset 

Lynn C., MAHAN, ° | it out in your columns and you'll Magazine would gradually diminish. 

, > itor: Picki a T@- 
Vice-President, Thomas W. Neo yo yes Raman: Fang Me e_ | make a fortune. I am pleased to tell you that this expectancy 
Parry Corporation, St. Louis. ‘ade oe = oe Scone « Bi get C. J. Bowen, proved very erroneous because our recent ads are 
Advocate I noted the enclosed ad Portland, Ore. | outpulling those of even several months ago. It 
“= * | for GMC trucks and was rather | [Editor’s Note: The story said appears that the value of our small ads in Sunset 
Quiz Book Gives curious. Is the truck boiling or is} that Dr. Townsend had “suggested” will continue for a long time, and we intend to 
F P }it just a tree in the background? | the increase. ] continue our present twelve months contract for 
Answers on orgings | Looks a wee bit hot to me! i . . another year. 

To the Editor: Perhaps many of HERBE . , ; 

Ne-ae ERBERT F. SAMMIS, . . . I am sure you will be gratified to know that the 
Our readers have advertising and Vice-President, Sammis, Darl- Movie Aids Daily response from our ads in Sunset are producing a 
selling problems similat to ours and ing & Bradshaw, San Diego To the Editor: Please find en- much higher percentage of returns than any other 
may be interested in the way we Cal : closed a single leaflet featuring the | magazine we are now using, including those with 
handled our presentation in the en- | ran |premiere of the movie, “Young Mr. large national circulations. 
closed booklet entitled “Judge Am- | Lincoln,” held in the Springfield, | Jean S. Pont 
Forge Holds a Radio Quiz.” Ill., Fox-Lincoln Theater on May 30. an ©. Toutes 


’ , Ponten Mfg. C any 
We manufacture Upset Forgings One of the scenes from this | onten Mfg. Company 


exclusively and sell them to many LOWEST PRICE Cue movie showed Lincoln riding past Berkeley, Calif. 


industries, such as the railroad, Tt] HIST Wale the office of the Sangamo Journal, 
aviation, farm equipment, automo- ORY lg which was the former name of the 
tive, etc. Nearly every job must be To Illinois State Journal. 


made according to customer’s speci- | On the reverse side of the leaflet Guide, Philosopher, 
fications. We have no_ standard | {i is a quotation from a letter by é& Friend in over 
ing @ OUTPULLSA : . , : 
package like our soap and breakfast , 4 | a Abraham Lincoln, referring to his 225,000 western 
food friends. _— © SAVES MORE Gas long and friendly connection with homes. 
In our selling, we stress the im- @ BIGGER Cans | the Illinois State Journal. 


proved quality of our forgings due ° - 


to controlled grain flow, their extra 
trength, savings in machining, sav- 


We thought you might be inter- 
ested in the association of the Jour- 
|nal with Abraham Lincoln, and the 


@ 4 SHOCK ABSORBERS 


° ° ° . . sa Dre- . . . 
ings in freight and savings in the |  Qrpyrrepetessrme ss striee~penet, pichup ona | Opportunity given it to tie up its eS eee ” 
, “4 ow . rue * vou get mest for A = . ° SAN ANCISC 
amount of steel used for a given oo Tiree race in body olen. nrestrment in thie Lincoln connections with the na- 
part, ete Nae sepment inreugh Out oon TmAl hes 91 lowed emmietio mores tional interest in the movie. 


However, it has always yon STAFFORD MOTOR CO., 226 W. Grand Ave. | L. E. Hays, 
difficult for us to humanize and pep | National Advertising Director, 
up our sales story. In an effort to | GMC TRUCK on a Copley Illinois Newspapers, 
do something “different” than we ; SELS & Springfield. eel 
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Magic Chef Calls 
Cowboys to Action 
in 1939 ‘Round-Up’ 


Cleveland, July 19—American 
Stove Company today announced 


plans for a repeat performance of |Contest, sponsored by the Direct 
its “Round-Up” campaign on Magic | Mail 


Chef ranges, involving national 
copy in magazine and elaborate 
plans for local dealer promotion. 


This year’s drive is similar IN| porfolios are required and four 


theme to that which proved suc- 
cessful in 1938, although greater 
attention will be given this season 
to tying in local and national copy. 

The magazine schedule includes 
Good Housekeeping, Ladies’ Home 
Journal, The Saturday Evening Post 
end Woman’s Home Companion. 
Picture story technique will be used 
in this copy, first to dramatize the 
“Round-Up” theme and then to 
lead into the regulation sales story 
the Magic Chef. Initial copy 
will appear in September. 

A typical advertisement is headed 
Hey Mom, a cowboy wants to 
ound up our old range.” It pic- 
‘ures a youngster excitedly telling 

s mother about the arrival of a 
cowboy” at the front door. 
Mother buys, later meets friend 
usband’s reproach with a calm but 
thorough recital of Magic Chef’s 
time and money saving virtues. The 
nale shows a happy family eagerly 

ting for a steak to broil in the 

hew range. 

Dealers have been issued a com- 
ive sales portfolio listing the 
of promotion tie-ups avail- 
These include newspaper 


lO! 


} 
) 
, i 


broadsides, handbills, display | 


nd several premiums. 

1940 Magic Chef will 

‘feature range” in the drive, 

nother lower priced model 

for the mass market. The 
replacement market, 

to Lloyd C. Ginn, sales pro- 


new 


manager, can be conserva- 
timated at 9,000,000 gas 
Barton, Durstine & Os- 


e Magic Chef agency. 


NPA to Meet 
‘ational Publishers 


{1 its annual 
Lodge, Skytop, 


Association 
meeting at 
Pa., Sept. 


STOCK PHOTOS —— 


sing Editorial and House 
Exceptionally larg variety of 
‘ file of Cotton, farming 
stock pictur World-wide travel 
eeds Selections sent on 
; Assignments filled 
“S SOUTH PHOTOS. GERMANTOWN, TENN 


REPEATS MAGIC CHEF ROUND-UP DRIVE 


Hoy Mom. a cowboy wanls 


| 


| 


| 
| 
| 


' 


| University, and three other judges | 


| Growers and Dealers Association of 


,eral Motors Sales Corporation, De- 
| troit, has released a new slide film, 


| Simplity Rules 


ac- | Pontiac Releases Film 


Serutan Doubles 
Appropriation in 


Newspapers, Radio 


Jersey City, July 18.—With its 
fall budget set at approximately 
double last spring’s appropriation, 


lo round up our old range !” 


f- Healthaids, Inc., today revealed 
 * y 'plans to extend the promotion of 
2 : Serutan to 20 major markets in the 
j t country. Sale of the product is 
‘iP now largely confined to the East. 

< G | Newspapers and radio will be 


calling for page advertisements 
|monthly, with 60-line reminder 
copy running in the interim, and 
tying-in with the broadcasts, which 
will consist of half-hour spots. 
Austin & Spector, New York, is the 
agency. 


AGMA Convention Set 


The 3lst annual convention of the 
Associated Grocery Manufacturers 
of America has been scheduled for 
Oct. 30-Nov. 1 at the Hotel Wal- 
dorf-Astoria, New York. 


'Loder Names Photo Guild 


Loder Photographs, New York, 
has appointed Free-Lance Photo- 
graphers Guild, Inc., New York, as 
sales representative. 


Save wirm a 
° 


THE Gal Rance 
With Tet LIPETIME BURNER GuaRantir 


for Entries in | 
Direct Mail Contest 


New York, July 18.—An educa- | 
ing the 1939 direct mail leaders 


Advertising Association, L. 
Rohe Walter, president of the 
group, revealed several changes in 
the rules this year. Fewer entry 


silver cups will be awarded in 
various divisions of the direct mail 
field, in addition to the usual cer- 
tificates given to the fifty leaders. 
Professor Kenneth Dameron, pro- 
fessor of marketing, Ohio State) 
University, is chairman of the board | 
of judges and will be assisted by | 
Dr. Paul H. Nystrom of Columbia | 


whose names will be made public) 
at the close of the contest. 


Oysters Go Down 
Easier and Oftener, 


Growers Told 


New York, July 18.—An educa- | 
tional and promotional campaign 
during the past five years has suc- 
ceeded in boosting the consumption 
of oysters from 63,000,000 to 103,- 
000,000 pounds annually, the Oyster 


North America disclosed last week | 
at its convention here. In 1912 
203,000,000 pounds were sold. 

Howard Beach, president of the 
group, reported that quick freezing | 
was becoming an increasingly im- 
portant factor in marketing of the 
food. 


|used, with the newspaper schedule | 


Bi SINESS is good in Detroit and growing better. On 
June 20, 1939, the employment index stood at 89.3, 
representing 322,000 factory workers! Compared with 


a year ago when the employment index stood at 51.9, 


Four A’s Names Chairmen 


The following have been ap- 
|pointed to national committees of 
the American Association of Adver- 
tising Agencies: Fletcher D. Rich- 
ards of Campbell-Ewald Company 
of New York, chairman, committee 
|on business papers, Leonard T. Bush 
| 'of Compton Advertising, New York, 
| 


SCRABBLES SCRAMBLE 


@ Whot ore your social assets? 
@ What appeal have you for the onposite sex? 
@ What ore your outstanding abilities? 


enges he Bee vam serenee - 


,|chairman, and A. K. Spencer of 
J. Walter Thompson Company, New 
York, vice-chairman, committee on 
radio broadcasting, and Fred H. Fid- 
Sekar ‘ler of J. Walter Thompson Com- 
|pany, New York, chairman, com- 
;mittee on screen advertising. 


Your scrabbles— 
what do they reveal about you? na ances Date of Issue 


A specie! offer for women! 


telle Sow things show! vourneu ie ar 
od 


| The publication date of the Jan- 
“ _uary, 1940, issue of Parents’, New 
“ | York, has been advanced to Dec. 5 

|so that it will reach readers during 
here wnitinesins | the peak of the Christmas shopping 
cay hope ow age see wee | SEASON. Closing date for this issue 
. | will be Nov. 1. 


. To Needham & Grohmann 


Fairfax Hotel, New York, has 
named Needham & Grohmann, New 
York, to direct its account. News- 
papers and class magazines will be 
| used. 


To Issue “Food Review” 


Publication of Arizona Food Re- 
view will be started Aug. 25 in 
| Phoenix by Irving Diamond, pub- 
llisher of Arizona Beverage Journal. 


ork, Draposion, Social Life. Speci Abalves. 
Arumde weard Lue, Arade weard Seu 


weety sed! 6 tee! mw rehinie 
oe -teliag racher li doese + 


® Address envelope to Depe 22, Screbries fee, 
iss : oan, New York, 


of ro . (raed Com . 
«NY (Oller ends Sep 15, 1999) 


Newspaper copy for Modess which ran 
in Utica, N. Y., placing major emphasis 
on ‘'scrabbles,”’ and not mentioning 
Modess until the last copy block, when 
readers are advised they can have their 
scrabbles analyzed for 25 cents and the 
instruction slip from a package of 
Modess. 


NO SUMMER SLUMP IN DETROIT 


Detroit and The News point the way to favorable sale» 
results at minimum advertising cost... . Try a test 
campaign in the active Detroit Market now. The 


Detroit News will carry your sales message home! 


representing 198,000 employees, Detroit's employment 


shows an increase of 62%! 


Pontiac Motor Division of Gen- 


titled “No Car on Earth Is Better 
Engineered.” Ninety engineering 
advancements made by Pontiac are 
featured in the film, which is de- 
signed for showing to dealers and 
dealers’ salesmen. 


The Detroit News. An actual survey shows that it reaches 


Korda Graphics Expands 

Korda Graphics, New York, ad- 
vertising and art service, has moved 
to larger quarters at 41 Union 
Square West. The telephone num- 
ber is Algonquin 4-5043. 


Creamery to Garfinkel 


Del Monte Creamery, San Fran- 


cisco, has appointed Sidney Gar- 
finkel Advertising Agency, San 
Francisco, to direct its account 


Other healthy market indices, too, support the propo- 
sition that Detroit offers an unusual field for sales effort 
this summer. Although residential building in Detroit 
during the first quarter of 1939 topped all figures for 


the country — it is still on the rise! 
Asa market for the «ale of every type of goods, Detroit 


fact that Detroit's 1,500,000 population ir easily accessi- 


ble to advertisers through the use of one newspaper — 


63! 2% of all Detroit homes taking any newspaper regu- 
larhy. and that it is 76°) HOME-DELIVERED in the city. 


DETROIT NEWS CIRCULATION IS GOING UP! 
feerage net paid circulation as of March 31, 19399 


321,424 Week-doys 378,961 Sundays 
A Goin of 15,241 A Goin of 16,731 


compored with six mouths period ending Sept. 30,1938 


offers many advantages: not the least of which is the 


The Detroit News 


THE HOME NEWSPAPER 
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Radio Show Great, 


So Canada Dry 
Gives It Big Push 


‘Information Please’ 
Aided by Continuous 
Promotion 
New York, July 18.—Having a 
rudio show which ranks high in 
popularity ratings may be very 


satisfying to an advertiser, but an 
unfillable demand for studio seats 


| 


| 
} 
| 
| 


is no guarantee of sales at the groc- | 


ery store. 
ada Dry Ginger Ale, Inc. has done 
a merchandising job on its Infor- 
mation Please program which has 
gained the admiration of advertis- 
ing circles and produced a steady 
increase in sales, W. S. Brown, ad- 
vertising manager, told ADVERTISING 
AGE today. 

When Canada Dry took on the 
sponsorship of Information Please 
last November, Mr. Brown re- 
vealed, the program was generally 
regarded as too hot to handle. Ad- 
vertising men said it was too high- 
brow and wouldn’t have enough 
mass appeal to pay its way. This 
didn’t worry the ginger ale com- 
pany, Mr. Brown said, because 
Canada Dry’s products sell at a pre- 
mium figure compared to the com- 
petition, and the market is largely 
the upper crust to whom the snob 
aspect of a highbrow show would 
appeal. The mass audience which 
Information Please subsequently 
developed is regarded as so much 
velvet by the concern. 


Mistakes a Great Joke 


Another phase of the thinking 
that prompted the backing of the 
quiz air show centered around the 
psychological fondness of humans to 
laugh at the mistakes of their fel- 
lowmen. If they would laugh at 
the foibles of laymen, their response 


With this in mind, Can- | 


| 


ithe form of an offer of an Informa- 


DISPLAYS AND PROMOTION COPY BACK "INFORMATION, PLEASE" 


—— 


company felt made the program 
sound was that people like to be 
educated, and the type of material 
furnished on Information Please | 
fills that fundamental desire. | 

That Canada Dry’s thinking was | 
correct is proven, according to Mr. 
Brown, by the steady increase in 
audience, as gauged by the Cross- 
ley ratings. During the last few 
months, while the average listening 
audience of other quiz programs 
has declined steadily, the graph of 
Information Please has curved up- | 
ward. One of the phenomena about 
the program, Mr. Brown explains, | 
is that it has received an amount} 
of publicity out of all proportion to 
the “name value” of its cast. This 
is in part attributed to its popular- | 
ity among radio editors. 

The initial merchandising effort 
undertaken by Canada Dry in con- | 
nection with its radio show took | 


tion Please game, which could be 


obtained by the listener for 10 cents | their 


and two Canada Dry labels. While 
the response to this could not be 
described as sensational, the fact 


and the game was played up prin- 
cipally as a means of popularizing 
the phrase, Information Please. 


Strong Printed Tie-In 


More important in the Canada 
Dry merchandising schedule is the 
tie-in with the company’s magazine 
advertising. Full color pages in 
Collier’s and The Saturday Evening 
Post are closely bound up with the 


— 


“INFORMATION, PLEASE” 


CLPTON FADIMAN 


& 3 oscar Levant 


program, in the light technique typ- | 


|ical of the broadcasts. 


One of the advertisements in) 
the Post, bearing the headline “In- | 
formation Please,” has Clifton Fadi- | 
man saying, “Gentlemen, use five 
terms that might be employed by 
each of the following to get across 
the idea that Canada Dry is ‘gin- | 
gervating.’” The subjects are a 
tennis player, a tired business man, 
a school boy and a radio announcer. 

Under 
typical to four 


these individuals, 


illustrations of situations | 


the tennis player might let go with 
a volley to the effect that it was 


Mr. Fadiman’s stooges answer in 

customary fashion. John 
| Raeren, for instance, says, “Well, 
! 


to professionals falling from grace |was taken into consideration that | without fault, that the pin-point 


should be tremendous. 


OME 


DISPLAY 


Another | offers of premiums on 


ICOMBINATION! 
A DISPENSING-DISTRIBUTING 
CARDBOARD-OUTDOOR 


evening 


+e giapmamecmommamer 8 tte Ge 


IMPERVO 


Ve WEATHERPROOF PROCESS FOR CARDBOARD OUTDOOR orsPre | 


Ricut ti!" 


pocket in its side. 


J &This display dispenses the actual product 
distributes consumer folders from a 
Another adaptation of Impervo weather- 


proofed cardboard outdoor signs. 

You can “do things” and “go places” with IMPERVO. Your 
lithographed cardboard signs remain outstanding before the 
tremendous circulation of the great outdoors! 


Write Today for Full Information and Samples 


Impervo weatherproofed displays can be 
secured through your own lithographer. 


WORLD'S LARGEST MOUNTERS AND FINISHERS 
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|carbonation was a stroke of genius 


and, with proper service, the net 
jresult was ‘gingervating’ Canada 


| Dry.” 
| 
Big Display Program 


| Franklin P. Adams responds, “I 
ican hear the tired business man 
j}say: ‘After a heavy lunch, when 
|my energy curve shows a decided 
drop, I plan a recovery program. I 
order Canada Dry and profit by the 
fact that it’s gingervating?’” The 
| other participants likewise follow 
the Information Please pattern. A 
|footnote urges readers to listen to 
|the radio broadcast. 

| One of the most ambitious mer- 
'chandising efforts Canada Dry has 
| undertaken is a summer window dis- 
play promotiong the program. This 
promotion, Mr. Brown declares, 
violates some of the traditional ele- 
ments of display. Chief of these is 
|its use of long copy. This is neces- 
sary to carry out the same formula 
as employed in the broadcast and 
in the magazine advertisements. 
The only usual display element is 
a center piece depicting a winter 
color, with Fadiman ask- 
literary comparisons with 
quality of Canada Dry 


scene in 
ing for 

the 
Ginge! 


cool 
Ale 
An important element in the dis- 
play is a bottom card captioned 
“How to win from $5 to $15 and 
maybe ‘stump the experts.’” Copy 
lescribes how sending in 
asked on the program re- 
ceive $5 and those whose question 
the experts fail to answer $15. 
Phrasing it this way, Mr. Brown de- 
clared, gives the audience participa- 
tion the flavor and pulling power of 
a lottery. Formerly, he pointed out, 
the 


persons 
questions 


company played down its re- 
quest for questions because they 
were swamped with them, but 


eventually realized that one of the 
best bets for getting people to listen 


was being overlooked 


Give “Question” Classes 


Other thinking behind the costly 
ummer display, Mr. Brown state 

‘ the observation that many de- 
partment stores used the phras« 


Wail 4 wi tow cross 
3 C1 Spa > 


CANADA DRY 


a= 45 ¢ 


Canada Dry ties in its radio program with this color copy which is currently 
appearing in magazines. 


“Information Please” in their win- 
dows, without any reference to 
either program or product. If the 
two words had such stopping power, 
he felt, their influence in a direct 
tie-up would be enormous. One 
result of this reasoning is a counter 
display card that reads, ‘“You’ve 
heard Mr. Fadiman stump Mr. 
Kieran on Information Please. Your 
guests can’t stump you if you're 
well stocked with Canada Dry Gin- 
ger Ale —sparkling water — Tom 
Collins mixer.” 


Mr. Brown and his staff are 
always thinking up new ways of 
|}merchandising the program. The 


‘latest stunt is a premium of a high- 
ball glass on which are printed six 
Information Please type questions. 
Five other glasses are adorned with 
similar sets of questions, making 36 
| questions in all. The answers to 
these are found on the carrying car- 


ton holding six glasses. To get the|t@ run the TAS symbol in thei: 
glasses and the answers, six bottles |COPY and can supply the organiza- 
This offer is| tion with names of six dealers in 
being tested at present in Chicago, | each city. 


must be purchased. 


Minneapolis and Detroit and will 


‘soon be extended to other cities. linois Central to 


The offer is 
through 
| break 
cards. 

Many stores have tied in with the 
Information Please show by staging 
|quiz programs of their own. One 
}of the most notable promotions of 
|this type was undertaken by a 
saltimore department store, which 
staged an Information Please fash- 
ion show, following closely the or- 
iginal pattern. After a_ regular 
fashion parade was staged, style ex- 
perts were asked questions put to 
them by a local newspaper write1 
Canada Dry tied in by giving away 
Information Please games and 
samples of its products. 


announced by radio 
stations, during the 
means of counter 


local 
and by 


That this versatile program has 
been productive is attested to by 
the percentage of increase in sales 


for all Canada Dry products, though 


specific figures are not available, 
since not all items are pushed by 
radio, and sales are not broken 


down by product 
The Canada Dry account 
dled through J. M. Mathes 


nan- 


Lime Cola Opens Plant 


Lime Cola Bottling Company of 
New York has opened a new plant 
in Long Island City, N. Y 


TORONTO 
MONTREAL 


WINNIPEG 


LONDON Eng 


} 


| vertising Service at company head- 
| quarters, 135 E. 11th place, Chicago, 


GIBBONS KNOWS CANADA | 


| J. J. GIBBONS LIMITED - ADVERTISING AGENTS * 


Phone Answering 
Service Extends 


Operations 


New York, July 18.—Telephone 
Answering Service, which has had 
an exclusive arrangement with 
Hearst Magazines for the past three 
years, last week announced that its 
service is now available to a limited 
number of other publishers. The 
broadening of its connections will 
be accompanied by a lowering of 
rates. 

Telephone Answering Service is 
the brainchild of Sherman Amsden. 
It contracts to supply callers with 
the name of dealers where products 
advertised in the magazines sub- 
scribing to the service can _ be 
bought. Advertisers are permitted 


Sell Car Card Space 


The Illinois Central Railroad has 
established the Illinois Centra] Ad- 


to handle car card advertising it 
its suburban trains. Another orgat- 
ization has previously handled this 
for the company. 

George T. Savage is manager of 
the new department. The telephone 
is Wabash 4811. 


Plan Gloramic Drive 

The Cleveland Cooperative Stov' 
Company, Cleveland, and the Glen- 
wood Range Company, Tauntor 
Mass., makers of gas ranges, hav! 
been licensed to make the Gloram! 
burner by Gas Products Corporé- 
tion, Chicago. A national sales pre 
gram is being organized to promot 
the sale of the new burner by thes 
two companies. Gerald T. Stedma? 
Chicago, is merchandising counsé 


Three Appoint Cabot | 
Effective Oct. 1, Harold Cabot § 
Co., Boston, will direct the aave” 


tising of New Hampshire S* 
Planning and Development Com 
mission. The agency has alst beer 
named to direct the accounts — 
Hathaway Bakeries. Cambricé 
Mass., and Jasper Wyman & So 
Millbridge, Me 
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ADVERTISING AGE 


THE MARKET DATA BOOK 
AT WORK . tuner 4 ofa series 


We have asked a cross-section of recipients of the 1939 edition of the Market Data 
Book Issue of Industrial Marketing for specific examples of their use of the book. 
Presented here is the fourth batch of excerpts from their replies (original letters 
are in our files). In every case, these comments show the Market Data Book 
actually at work. General comments and aimless back-patting are omitted. 


Case No. 24. New 
York agency: 


“We have found the book very help- 
ful in connection with our work in the 
air conditioning field. We use it for 
getting in touch with surveys that have 
been made, and to contact sources 
where needed information may be se- 
cured. .. We find your book the most 
compact source for material on any 
given industry, and the more contained 
under each heading the better it suits 


99 


us. 


Case No. 25. Ohio 
agency: 


“We occasionally use the Market 
Data Book when we want information 
about a specific field. It’s helpful to 
have media data alongside the market 
data.” 


Case No. 26. Illinois 
manufacturer: 


“This data book is very nicely pre- 
pared and I have found it of great 
value in my work in selecting publica- 
tions in which we advertise.” 


Case No. 27. 
Massachusetts 
manufacturer: 


“We are a small concern, growing 
however, selling more industrial fin- 
ishes to the industrial trade every year. 
For this reason your Market Data 
Book is very helpful to us. We have 
used it to check the circulations, etc., of 
media that we might desire to use for 
advertising purposes. This so far has 
heen the biggest help to us.” 


Case No. 28. Illinois 
agency: 


“The book has had its greatest value 
for us in the general market summar- 
izations which appear for each field 
before the listing of publications. I 
found that the additional information 
contained in this introduction—the ma- 
terials you list as available from pub- 
lications in the _ field—has_ ofttimes 
proved valuable.” 


Case No. 29. Illinois 
engineering 
consultant: 

“We can say we wouldn't like to be 
without our copy of The Market Data 
Book since we refer to it frequently for 
market data on certain industrial divi- 
sions in which we are interested and for 
rates, circulation and mechanical re- 
quirements of specific publications. We 
have no difficulty in locating any de- 


sired information in the book as_ it 
stands.” 


Case No. 30. 
Wisconsin 
manufacturer: 


“A few years ago I called The Mar- 
ket Data Book ‘the advertising man’s 
Bible’ and that is still my opinion. I 
do not see how any man buying space 
—planning a sales campaign—or at- 
tempting to develop a market—can do 
without it. Its form and arrangement 
are good and I cannot suggest any 
change. ‘The book has been a con- 
sistent good job for years—much 
missed in non-publication years, and 
each issue is looked forward to and 
welcomed.” 


Case No. 31. Ohio 
manufacturer: 


“If I really tell you what I think of 
The Market Data Book none of the 
publishers would believe me. Not 
being faced with marketing problems 
they have no idea how valuable such a 
book can be to a practical advertising 
man. So let’s put it this way—the 
book is in use on an average of at least 
once a week and at certain times every 
day. I have yet to look up the data for 
any industrial market that wasn’t cov- 
ered. I would just as soon part with 
it as I would my dictionary or 
thesaurus.” 


Case No. 32. New 
York manufacturer: 


“You folks have done such a swell 
job on The Market Data Book that 
it’s hard to make any constructive sug- 
gestions other than a gradual sifting 
and refining of the data presented. I 
find frequent use for the book.” 


Case No. 33. 
California 
manufacturer: 


“In working out our advertising 
budget last year, we used this book as 
a foundation for setting up our basic 
budget. Of course, we then went into 
a more complete analysis of the vari- 
ous details. It is the handiest place we 
know to get a quick look at what is 
available in the various markets. We 
also like the descriptive section of how 
large each market is and what its buy- 
ing habits are.” 


The Market Data Book, as these comments and others to follow show, 
fills a remarkable place in the marketing and space buying plans of all 
kinds of companies and all kinds of agencies throughout the country. It 
is the one place in which market and media information are presented 
side by side, giving the user acomplete picture. Plan now to be adequately 
represented in the next issue, to be placed in users’ hands October 25. 


Industrial Marketing, 100 E. Ohio St., Chicago, 330 W. 42nd St., New York. 
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ADVERTISING AGE 


July 24, 1939 


Credit Advertising 
for Comeback 
After Drug Scandal 


McKesson & Robbins 
Officials Acted Quick- 


ly to Reassure Public 


New York, July 18.— Credit for 
the recovery of McKesson & Rob- 
bins, Inc., from the near-disastrous 
effects of the Coster-Musica scandal] 
of last December, was this week 
laid partially at the door of a con- 
sistent public relations and adver- 
tising program. 
markable comeback, 
court report by Trustee William 
Wardell, was evidenced by a net 
profit of $1,384,960 for the period 
of the trusteeship to May 31. The 
report stated that the company is 
sound and should be reorganized. It 
added that the drug firm is making 
substantial earnings and has “re- 


revealed in a 


tained the very valuable good-will | 


’ 


of the manufacturers and retailers.’ 


In a section of the report dealing | 
with public relations, Mr. Wardell | 
said: “One of the real problems in | 


continuing the company’s operations 
has been that of reassuring the pub- 
lic as to the soundness of the busi- 
ness. The difficulty here has been 
that, until definite reports of the 
auditors and engineers were avail- 
able, the trustee has been unable to 
state categorically that the business 
was essentially sound, although he 
was morally certain that it was.” 


Institutional Promotion 


Among the public relations moves | 
were | 


Mr. 
distribution to 


Wardell 
salesmen 


outlined = by 


the and 


dealers of 100,000 illustrated book- | 


lets describing the company’s lab- 


oratories, and a series of trips by | 


McKesson executives to divisional 
headquarters throughout the coun- 
try. 

“At the same time,” Mr. Wardell 
reported, “the normal advertising 
schedule has been maintained and 
has been supplemented with special 
advertisements in selected papers 
throughout the nation. The ‘Joyce 
Jordan, Girl Interne’ radio program 
was maintained over ten stations of 
the CBS network through the 
winter and spring. 

“In the main, newspaper adver- 
tising, both that done by the com- 
pany and the local advertising gen- 
erously and voluntarily placed by 
groups of retail druggists at their 
own expense, has been effective in 
assuring the public of the funda- 
mental soundness and integrity of 
the company.” 


Action Follows First Shock 


In commenting on Mr. Wardell’s 
report, spokesmen for the company 
told ADVERTISING AGE that the pub- 
lic relations program was instituted 
as soon as company executives re- 
covered from the initial shock of 
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the Coster revelations and suicide. 

Considering the main problem to 
be the dissociation of the names 
Coster and McKesson, large space 
institutional advertising was placed 
in some 70 newspapers in key cities. 
Headed “Facts About McKesson & 
Robbins,” the advertisement em- 
phasized that the company has been 
in business 106 years, employs 7,500 
people and maintains 65 drug mer- 
chandising branches, and that sup- 


pliers were continuing to sell Mc- 
Kesson & Robbins products and 
retailers were continuing to buy 


To the drug trade went advertising 
of a similar “business as usual” 
pattern. Shortly before the Coste: 
suicide, a magazine campaign had 
been prepared on Calox tooth pow- 


der. Early in January it was re- 
leased. 
Most gratifying to the company 


|} was the support of retailers, many 
of whom advertised on their own 
initiative to express confidence in 

lthe McKesson management and in 

| the quality of its products 

| Salesmen Reassured 


The initial blow had caused a cer- 


tain amount of demoralization 
among the firm’s salesmen. This 
was offset by bulletins from top 


the distribution of 
institutional con- 
sumer and trade copy. The elabo- 
rate booklet mentioned in Mr. War- 
| dell’s report was the high spot in 
| the work among salesmen. In 44 
| profusely illustrated pages, it told 
| of the scientific accuracy and care 
| back of McKesson’'s products 

To impress the salesmen with the 
| book’s importance, W. E. Dewell, 
vice-president, and A. L. Omohun- 
dro, director of the laboratories, 
toured the country by air and rail, 
| presenting the story to sales meet- 
ings in 35 cities. Later the brochure 
was distributed at the American 
Medical Association convention in 
| St. Louis, in an approach to the 
|public relations problem through 
the physician. 
! 


| 

| 

| executives and 
| reprints of the 


“Friendship” Package Offered 


Another recent feature of the 
drug company’s good will program 
centered around a McKesson 
|“*friendship package,” consisting of 
five McKesson items. A number of 
these packages were distributed to 
druggists who ordered M-R_ prod- 
ucts, to be given to the latter's 
favorite customers. The item acted 
as a double barreled good will pro- 


ducer—on the customer who got 
the gift. and on the retailer into 
whose store the consumer had to 
come io get it 


Another phase of the public rela- 


|tions program was the monthly 
| Publication of sales figures, which 
on the whole compared favorably 
| with the company’s record in the 
|} previous yea} Significant of the 
effectiveness of this program, it is 
pointed out, is the fact that there 
have been practically no resigna- 
tions from the organization since 
the December incident 

The principal purpose of the pub- 
lic relations program was to main- 
| tain confidence until auditing of 
ithe books could show the funda- 
imental soundness of the company 
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Relieves 
CORN PAINS — 


Members of the Pacific Advertising Clubs Association weren't sure they were seeing well when these 
six feet high, popped out at them from the exposition hall. 
| The display was put up by Pacific Railways Ad 


The cornless beauty 


Complete Plans 
for Celebration 
of Furniture Week 


Chicago, July 19.—Modern, 18th 
century and early American furni- 
ture will be given primary emphasis 
in promotion of National Furniture 
Week, Sept. 30-Oct. 7, along with 
wine and blue, the two leading 
furniture upholstery colors at the 
present time, the National Furni- 
ture Week Committee has revealed. 

Promotion for the week is ex- 
pected to be more intensive than 
ever before, with a 236-piece kit of 
window and floor display material 
and an advertising mat package be- 
ing supplied to retailers, special 
furniture sections in newspapers, 
special festivities at both the San 


Francisco and New York fairs, and | 


a fanfare of promotion backed by 
all groups in the industry. 

No national advertising is con- 
templated by the committee in 
charge, its funds being devoted to 
preparation of display and tie-up 
material and general promotion, in- 
cluding the development of com- 
plete furniture week sections for 
newspapers. Retailers are expected 
to carry the advertising load in 
their own communities, while man- 
ufacturers contribute to the fund 
which enables the committee to 
function. 


Committee in Charge 


W. M. Longmire, Harbour-Long- 
mire Company, Oklahoma City, is 
chairman of the committee, assisted 
by H. S. Cady, Jr., at committee 
headquarters in the American 
Furniture Mart, Chicago. In the 
East, the drive will be personally 
directed by Nathan S. Sachs, presi- 
dent of the 
ture Association. 

The display kit, sold to retailers 
for $5, will be the most elaborate 
ever produced, utilizing three colors 
instead of the two used heretofore, 
and including a room scene which 
color limitations have prevented in 


the past. The general slogan will | 
be, “Bring color and _ personality 
into your home.” 


Seagram Sign in N. Y. 


A duplicate of the 
spectacular, familiar to Atlantic 
City boardwalk promenaders, has 
been installed by Seagram Distillers 
Corporation, New York, on the roof 
of the Strand Theater, 47th street 
and Broadway. Five hundred races, 
with each of four horses named for 
a different Seagram whisky, are run 
off every night on a hundred-foot 


horse-race 


race track. R. C. Maxwell Com- 
pany, Trenton, designed the spec- 
tacula! 

Station KWFT, Wichita Falls, 
Tex., has joined the Southwestern 


group of the Columbia Broadcast- 
ing System 


Columbian Names Agency 


Columbian Bank Note Company. 
Chicago, has appointed Coe, Guy & 
Walter, Chicago, as _ advertising 
counse] 


National Retail Furni- | 


giant car cards, 
and the sleeping souse were live models. 


vertising Company. 


New York Group 
Urges Boycott of 
Nazi Type Faces 


New York, July 19.—A move to 
| boycott all printing and art mate- 
‘rials manufactured in Germany 
took definite form this week with 
appearance of a broadside issued by 
the Graphic Arts Forum asking that 
American made type be used in- 
stead of type made in Germany. 

Among those well known in the 
graphic arts field who were listed 
as sponsors of the boycott were 
Frederic W. Goudy, Earnest Elmo 


| Calkins, Rockwell Kent and Alfred | 


A. Knopf. 
The broadside urging the boycott 
declared: “Every time you order a 


German-made type face, American | 


dollars go abroad to help Nazi ag- 
|gression. All branches of the 
graphic arts are joining in a con- 
certed movement to ban the use of 
type faces made in Nazi Germany. 
Boycotting Nazi type faces does not 
mean sacrificing artistic merit. 
American-made types are available 
to replace the most commonly used 
Nazi faces.” 

There followed a listing of both 
German and American-made types 
most closely resembling each other. 
Fifty-three German type designs 
were enumerated. 


Korn Opens N. Y. Office 


J. M. Korn & Co., Philadelphia, 
has opened a New York office at 


369 Lexington avenue. Louis De 
Garmo, executive vice - president, 
who recently headed his own 


agency in New York after resigning 
as president of Fulton, DeGarmo & 
| Ellis, New York, is in charge of the 
ijnew office. 


Ross Federal Shifts Two 


Rico D. Tully, formerly national 
| supervisor, has been named branch 
manager of the Portland, Ore., 
|branch of Ross Federal Research 
| Corporation, succeeding F. B. Gam- 
| ble, resigned. R. L. Biggs, research 
salesman, formerly with the Port- 
land branch, has been transferred 
to Seattle 


Account to Stebbins 


Barton A. Stebbins Advertising 
Agency, Los Angeles, has been ap- 
pointed to handle the Western ad- 
vertising of Beneficial Management 
Corporation, operating 41 personal 
finance companies west of the Mis- 
sissippi. Newspapers, magazines, 
}radio and direct mail will be used. 


Export Club Told q 
How to Insure 
‘Foreign Markets 


| New York, July 18.—Organiza. 
| tions doing extensive marketing 
|}abroad can insure themselves 
| against the possible loss of majo; 
| markets, due to unstable world 
|economic conditions, by maintain. 
ing sales forces and distributors jp 
secondary fields, G. W. Fenne- 
| breque, vice-president of Lambert 


Pharmacal Company has re. 
ported to the Export Managers 
'Club here. Mr. Fennebreque re- 
| cently completed an 81,000 mile 


trip in which he called on his com- 
pany’s agencies in every corner of 
the globe. 

One of the greatest handicaps 
encountered by American firms is 
price cutting, which reaches its 
worst proportions in Java, where 
dealers in many instances sell the 
product at cost and make their 
profit by disposing of the packing 
case, he reported. American prod- 
ucts run into heavy British com- 
petition at Singapore, he found. In 
Hawaii the principal consumer 
market is to be found in the army, 
navy and government departments. 
| Advertising attains a complicated if 
| picturesque quality in India, he de- 
_clared, where a copywriter has 200 
| vernaculars from which to choose. 
| About a dozen, however, will ade- 
| quately cover the market. 


Mennen Boosts 
Promotion on 
Gift Boxes 


Newark, N. J., July 18.—With 
orders for Mennen gift boxes run- 
ning well ahead of last year, The 
Mennen Company will throw in- 
creased advertising support to these 
specialties, according to F. S. Die- 
terich, merchandising manager. 

Starting in November, copy will 
appear in Collier’s and The Satur- 
|day Evening Post and in newspa- 
| pers in 50 cities. The items to be 
| stressed include a kit containing a 
| Mennen lather bowl, bottle of skin 
|bracer, talcum and_= skin balm. 
| Radio also will be used, with the 
total appropriation placed at 12 per 
cent ahead of last year’s. A special 
campaign will be run in magazines 
like Business Week and Nation’s 
Business, appealing to executives to 
use the Mennen sets as gifts to em- 


ployes and customers. H. M. Kiese- 
wetter, New York, is the Mennen 
agency. 


Five Appoint Harrison 

Fashion Four -Casters, a coop- 
erative group of accessory manu- 
facturers, has named Lester Harri- 
son Associates, New York, to handle 
its account. Members of the Four- 
Casters are the Hat Corporation o! 
America, Dobbs hats; Bienen-Davis, 
Inc., handbags; Steinberger Bros 
Glove Corporation, Aris gloves, and 
Slote & Klein, Inc., Criterion belts, 
all of New York. The agency has 
‘also been retained by Miller-Smith 
Hosiery Mills Chattanooga, Tenn 
|Eastern Isles Importing Compan) 
New York; Mavest, Inc., New York 
men’s clothing, and Bienen-Dav!s 
Inc., as a separate account. 


Joins Wood Conversion 


Mark S. Chapell has been ap: 
pointed merchandising manager © 
Wood Conversion Company, 
Paul, Minn. He was formerly gé"™ 
eral sales manager of Menge! Co™- 
pany, Louisville, manufacturer ” 
Flexwood, Plywood and other lum 
|ber products. 


ee 


of the year featured in magazines. 


This single release will be sent on 
sales promotion. Price $3.00. 


Outstanding Advertisements of the Year 


The current release of the Dartnell Service, "Sales Promotion Plans.” 
contains a special report featuring twenty-six outstanding advertisements 


Not only are the advertisements reproduced but in each case data 's 
given as to the results obtained and comments and analysis on the 
reasons for the success of the copy appeal. 


THE DARTNELL CORPORATION, 4660 RAVENSWOOD AVENUE 
CHICAGO, ILLINOIS 


approval to executives interested i” 
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Research Indicates — 
Fffect of Change 
in Campaign Theme 


New Appeal Results in 
Interest Drop, Then Ac- 
ceptance Grows 


| 

By C. E. HOOPER 

New York, July 20.—In the) 
course of a qualitative analysis of | 
qa four-year record of reader be-| 
tavior with reference to advertise- 


ments, it was found necessary to | 
justify the elements which cause | 
relatively old campaigns to show 


high reader results as compared 
with the relatively low reader re- 
sults frequently observed on new 
campaigns. In the light of the fact | 
that our objective was to secure a 
basis for analyzing advertisements 
in terms of their adherent worth | 
before publication, when newness | 
and oldness of other advertisements 
would merely complicate the an- 
alysis, the eradication of variables 
traceable to age and frequency in 
campaigns was essential to the basic 
success of the undertaking. 


Old Themes Recognized 


START OF NEW THEME 


a e eete nee: memere meas 


Hee Dewtisti Words Cami at a Shook. 


SUT HE SHOWED HEE THT Saresrece Way 
1O COmsar 


SAD BetATH 


How Cotgate’s Sentet Cream teaps Breath Sweet 


whde & chet row Teeth Cheame: end Brighter 


(B) Full page magazine copy marked 

the start of a new appeal, but unfa- 

miliarity developed a marked drop in 
reader interest rating. 


together with the field report based 
on interviews with women. Fol- 
lowing this tabulation is the first 
field report on the new theme which 
was substituted for the 
stains” 
it in magazine advertising. 


ate drop-off in the field 
when the first of the new 


| studies. 


It had been demonstrated beyond 
question in the field record that 
when the advertiser changed cam- 
paigns the newness of the themes | 
and devices in the new campaign | 
resulted in low reader recognition | 
in the field results and, by com- 
parison, old devices and relatively | 
old themes would cause relatively 
high reader recognition with a 
erence to at least the last few of | 
the advertisements in the old cam- | 
paign. The literal use, therefore, of | 
the field results as true and| 
sensitive measurements of the in- 
herent worth of the themes and de- 
vices of one campaign compared 
with the other were not found to 
be possible. 

Although basic consistency was 
observed in the mass of field re- 


all 


It will be noted from an exami- 
|nation of the three advertisements 
had 
dropped from full page to half page 


‘here that the advertiser 


and thenghitoolegs 


Tn ult be be fun! 


THEN THANKS TO COLGATES 
AnD NO 

TOOTHPASTE 
EVER MADE 

Of My TEETH AS 
BIGHT AND 
CLEAN AS 
cocare’s’ 


Lew con have o BRIGHTER SMILE 


hy Removing the 7 Steins [rem ycur Teeth 


\A) Repetition of this theme had won a 


“seven 
theme, and which followed 
It will 
be noted that there was an immedi- 
results 
series 
was reported on the reader interest 


| fiected in field reports, 
|in the results obtained by “qualita- 
tive analysis” of the same three 
advertisements, the results of which 
are summarized in the following 
table. 


Qualitative Analysis 


Advertisements 


A BC 
Visibility rating......... 52 66 65 
Headline reader interest..58 62 60 
Copy effectiveness rating.10.5 33 36 
Identification rating...... 30 55 57 
Advertisement rating... .34.7 53 57 


It will be observed in a compari- 
son of the qualitative analysis of 
advertisements B and C that but 
minor changes in the “ratings” are 
recorded. These reflect minor 
changes in the treatment given to 
the space in the direction of im- 
provement of total effectiveness. 
The second observation, however, 
is that the campaign represented by 
advertisements B and C had in- 
herent worth when it was created. 
The field reports themselves reflect 
this inherent worth as compared 
with the “Seven Stains” campaign 
when a comparison is made be- 
tween the field findings on adver- 
tisement A with those on advertise- 
ment C. 


Launch Drive to 


Promote Machine 
Tool Show 


(Picture on Page 27) 
Cleveland, July 


the 
publicize the 
here, Oct. 
today. 
This show, 
chine Tool Builders’ Association, 


4-13, it was 


It 
attendance 


sitions in the country. 
pected to draw an 
, 50,000. 

| The 
| with 


copy scheduled to appear 
| Canadian Machinery, 
Age, Machinery, 
| Modern Machine 
| Business and Steel. 
|the schedule include the Chicagc 
Journal of Commerce and the 
Street Journal. 
| tion will also be used. 

| Fuller & Smith & Ross 
agency. 


Factory, 
Mill 
Shop, 


is 


Pepperell Gives 


| to Blanket Line 


| 


| Boston, July 18.—Stepping up its 


promotion over last year’s level, 


Pepperell Manufacturing Company | 


| will use four national 
and pillowcases. 
fall drive on Pepperell 


| will be revealed shortly. 


is indicated 


19.—The part} 
machines have and will play in im-| 
proving the efficiency of the nation’s | Schaffner 
profit system has been selected as 
major theme for a campaign to 
Machine Tool Show 
announced 


sponsored by the Ma- 
is 
one of the leading industrial expo- 
is ex- 
of 


campaign opened this week 
in 
American Machinist, Business Week, 
Iron 
& Factory, 
Nation’s 
Newspapers on 


Wall 
Direct mail promo- 


the | 


Promotion Support 


magazines | 
during fall promotion of its sheets 
Details of another 
blankets | 


WINS SPERRY COLOR AWARD 


E. O. Holman, (center) president of Associated Weekly, is shown handing the 

award of Sperry Flour Company for the best color printing in the West on a 

soft packing press to C. E. Borom, (right) business manager of The Sacramento 
Union. L. W. Johnson, Sacramento manager of Sperry, looks on. 


| Sweeney Named 


Hart, Schaffner 
Label on ‘Silkool’ 
Draws FIC Action 


the Gazette, Middleboro, Mass. 


Washington, D. C., 
& Marx 


July 19.— 
and its sub- 
sidiary, Wallach’s, Inec., of New 
York, have been ordered to cease 
allegedly misleading representations | 
/on a fabric known as “Silkool,” the 
Federal Trade Commission said this 
week, 

The “Silkool” 
the FTC, 
“Cool, 


Hart, 


PRINTING 


label, according to 
referred to the fabric as 
sheer, porous, style retain- 
ing. Made 50 per cent natural 
silk, 50 per cent man made silk 
(acetate. )” 

Such representation, the FTC 
said, misled the public into the be- 
lief that the product so advertised 
was composed wholly of silk, when 
in fact it was composed of wild silk 
and rayon of about equal parts. 
The Commission also asserted that 
| the word “acetate” is not generally 
understood by the purchasing pub- 
lic to identify a product as rayon. 

The order forbids the advertise- 
ment or the sale of men’s clothing 


of 


. but all are here ready t 
serve you. Speed, econom 
and satisfaction always assure 


| Service. No job 
through the 


a 


is ever pt 


mere matter 


presswork . 


of type, 


‘shall be named in the order of their| full confidence in 


complaint was issued against Pur-| found a concern that unde 


when you use FAITHORN 3-in- 


John M. Sweeney Company, Bos- 
ton, has been named to represent 


usé ONE 61 ALL 
just as YOU desire 


° 


y 
d 
l 
it 


Paithorn plant as 
ink or 
.. To us, every bit 
of engraving, printing or type- 


composed wholly or partly of rayon| setting represents a message 
without clear disclosure of the| for your prospective purchaser. 
aut composition, ay where ~— It's the reason why many of our 
clothing is composed in part o 

é : ’ . r . 2 customers feel that they can 
rayon and in part of other fibers, 
such fibers, including the rayon,| ©”trust the entire job to us with 


our ability. 


predominance by weight, beginning| There is no charae for this 
| with the largest single constituent. xtra interest. It is part of our 

Other Action Listed reed. The payment for it comes 
| Other FTC action during the| through the enthusiasm of cus- 
'week covered a wide range. A| tomers who know they have 


r- 


‘ ‘ ‘ : : ity Products Company, Sioux City, : 1de > real me 
— “4 |e & ~— Besides extensive business paper|Ia., and its advertising agent, stands thy Foal meaning. 
_— is — Pula ™ nee ecagerig the new appeal became | promotion, Pepperell sheets and|Landon & Warner Company, Chi-| SERVICE. We are here to help 
miter oO reacers. ili Ge . - : 44 « < 9 2 | R 
‘i | aes aes & cds Gee dis- | pillowcases will be advertised in cago, regarding allegedly false ad-| YOU... Let’s get together! 
4 . . | . Se » —o & ape s tn de . aos ; 

, aS pointed out in the June 19 | re Ag — in Ame sag Home ‘ vertising of Wheatol. Landon & Exceptionally well fitted to submit ideas, 
ssue of ADVERTISING AGE, there was | Copy in the course of his exploita- | 006 ousekeeping, McCall’s and| Warner, referred to by the F EU 85! sobe layouts, prepare chetehes end drew- 
ilso evident a lack of correlation | tion of the “prevents bad breath” | True Story. Batten, Barton, Dur-|an “advertising agent,” is listed in ings — through every step of production. 
between field and qualitative an-| appeal. No adjustment was made stine & Osborn directs the account. | the Chicago telephone book as a| 
alysis findings with reference to|in the figures obtained in the field,} The blanket campaign which is | source of “elastic webbing.” It is | 
n individual advertisements. | to reflect this difference in space | now being planned will mark an/ not listed in the Standard Adver- sction This 
One group of situations which were | cost. The percentages given below | nnovation for Pepperell. The com- | tising Register. oo ne he SA ee 
neluded in this qualification were | @re in each case based on “readers | pany has made blankets for some The complaint alleges that the | mn a : 

cases where the advertiser interviewed” without reference to| years, but they have never been | respondents have made, directly or | sred by the 
hanging from one campaign | the size of the advertisement re- | widely promoted to consumers. A/|by implication, the following mis- Faithorn Cory 
ther. ported. campaign in magazines will be used. | leading representations: that im- tor the Morris 
_case in point is the Colgate Summary of Field Reports ee pairment of youthful vigor, vitality - tong onc 
1 Dental Cream campaign of ; ———— Robb Adds } Moore and general well-being in men up| = sO 0 ere 
; ‘ years ago which for a period ADV “eh. IE} iad Joseph E. Moore, formerly sales | to and considerably over 50 years | 
: proximately 18 months built Bn , — . para ty a | lof age is due to an inadequate | bLoccoccod 
ad rte Observation 45 % 28 % 53% | Promotion manager of Adam, Mel- nS ; 
Re seri nts around the theme Head! > readi Me 27.5% 16 % 74% drum & Anderson Company, Buffalo, supply of vitamin E and can be 
ai ee vm the Seven Stains from se aa Py eax rt ~ 4% 945, has joined Thomas Robb, New York,| averted or delayed by the use of | Write or Phone for 
ieeth.”’ Opy rea Ros 0. r ‘ oO. i P = ‘ “ . - » . , 
alee ccd er : Identification 13 % 10.5% 30° retail sales promotion. Wheatol, and that, in women, in-| One of Our Representatives 
‘1 s Magazine insertion using tna " vel c Refi d “a aa ae “any ability to bear children successfully 
eme is illustrated herewith, - vertiseme . Pats ove | Issues Rate Card after conception is due to a de- 
1a approximalely 1 same bdDenelr . . ‘ . . - . 
of pe age in ‘tee “Bad _ Aerial Enterprises, Boston, divi-| ficiency of vitamin E and will be FAITHORN 
Breath” selon a did ateenthlaaneal | Sion rg E. W. Wiggins Airways, has | remedied by the use of Wheatol. 
as . = heraetelete em issued a rate card, giving advertis- 
= XPERIENCED A of the “Seven gy series,| ing rates and specifications. Pee CORPORATION 
RA IO EXE UTIVE although there are other differences Ae Ge Ar ati cts Telephone Wabash 7820 
desires Cc 1 “frequency” which are not taken Named McDevitt Partn ts Om c Produ 
Capahie ootessive agency connection. into consideration here . . ers R. T. O'Connell Company, New 504 SHERMAN STREET 
commercich, on we The de et és white Gan Clement J. F. Fitzpatrick and W. J. Swag-| york, has been appointed to handle CHICAGO 
\ddre sentation and selling. || gree , » CieTHne rm > é > 
Chics’! Box 1828, Advertising Age. ||)revious conditioning of the| ao” members of the sales staff of |the account of Aromatic Products, 

Bae I é go George A. McDevitt Company, New| New York. producer of basic pe r- | . 

~~ ott eader,”’ has been eradicated as re- York. have been named partners fume oils. DAY AND NIGHT SERVICE 
’ . 45 ’ * 
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‘Colonel’ Stanton 
Tells of Ford Deal 
That Fell Through 


Offer of Stock for 
$1,000 Space Billing 
Was Rejected 


Mich., 


Birmingham, July 19.—| 


“Colonel” R. T. Stanton, one of the | 


most venerable names in advertis- | 
ing, celebrated his 90th birthday | 
here this week by telling this story: 
In the early days of the century, | 
a space salesman called upon Henry | 
Ford, who, it was rumored, had | 


some new fangled contraption in 
the horseless carriage field. The 
space salesman spoke well and 


fluently for the merits of the *pub- 
lication he represented. Mr. Ford 
finally said yes, he would take 
$1,000 worth of advertising. 

The happy space salesman, con- 
tract ready, then discovered the fly | 
in the ointment. Mr. Ford, although 
being very advertising minded, | 
lacked cash. He offered to pay for 
the billing in Ford stock. 

The space salesman was regret- 


fully forced to tell Mr. Ford that 
that sort of a deal wasn’t cricket 
Trades, he said, were out, which 


was most unfortunate because that 


stock payment would probably have 
turned into the highest page rate 
price ever recorded in publishing 
history. 

Col. Stanton vouches for this 
story because he was the _ space 


salesman, and this incident was but 
one of a myriad number that have 
helped to make his career colorful 
beyond equal in advertising circles. 


Emigrated in 1870 


Born in St. George, Ontario, in 
the year of the great gold rush, 
Mr. Stanton came to the United 


States in 1870, acquiring final citi- 
zenship papers just in time to cast | 
his first vote for Grover Cleveland | 
in the latter's first presidential | 
campaign. 

The Great Divide, a magazine | 
with literary aspirations, published | 


in Denver, became his. stepping 
stone to later advertising success 
Afterward, he went to work for 


Chas. Scribner & Sons and for Cen- 
tury Magazine in Chicago. In the 
fall of 1894, abetted by the late 
Thomas Balmer, then Western man- 
ager of Ladies’ Home Journal, he 
organized the Agate Club of Chi- 
cago, now the oldest advertising 
club in the United States 

The original membership of the 
Agate Club consisted of five men 
Messrs. Stanton and Balmer; Chas 


D. Spalding of Frank Leslie’s; 


Pierce Underwood of Continent; | 
and S. H. Bloom of Youth’s Com- 
panion. With Agate Club member- 


ship open only to resident Chicago 
advertising representatives, the club 
rather exclusive organization 
whose membership limit was set at| 
30 in 1897 and at 60 in 1915. In 
its entire history the Agate Club 
has initiated but 218 members 


IS a 


| 
| 


Landed P & G Account 


by the “Colonel” was that of Proc- 
ter and Gamble Company 
advertising patronage he retained 
for many years. Other early clients 
were Swift & Co., Ransom E. Olds 
and W. K. Kellogg It fell to the 
“Colonel's” convincing salesmanship 
to land the first order of 12 


whose 


pag 


| explain 


AT 90TH MILESTONE 


R. T. Stanton 


for Packard automobiles, then built 


at Warren, O., by the Packard 
Buggy Company. 
When the late Harvey Firestone 


went to Akron and set up business 
in a barn, the hay loft of which 
served as office, it was Stanton who, 
with typical enterprise, was the first 
advertising man to call on the later 
tire tycoon. “We had quite a visit,” 
said the “Colonel” in speaking of 
the call. “After a while Firestone 
said: ‘Well, aren’t you going to so- 


licit me?’ ‘Oh, I said, I can wait. 
You don’t seem to be quite ready 
for business. Just the same, he 
must have been ready, because 
when I left, he had signed the 
order.” 

“Of course, advertising has 
changed a great deal since I was in 
the thick of it,” “Colonel” Stanton | 
admitted. “While the publications 
with which I was connected were | 
sticklers for business ethics, some of 
the others were concerned 
about ethics when it came to such 


less 


matters as circulation claims and | 
reader prestige. Nor were many | 
advertisers averse to drawing the | 


long bow in describing the merits 
of their merchandise. In these re- | 
spects, as in others, great improve- | 
ment has taken place from which 
publications, advertisers and_ the 
public are benefiting.” 

The “Colonel,’—he is at pains to 
that the title is of the 
Southern variety rather than a mili- 
tary one—now divides his time be- 
tween Charleston, S. C., and Birm- 
ingham, a suburb of Detroit where 
one of his sons, Don T. Stanton, is | 
director of sales of the Dodge di- 
vision of Chrysler Corporation. 


WNEW Increases Rates 


Station WNEW, New York, has 
increased its rates by approximately 
20 per cent. The new rate, effective | 
Sept. 15, was adopted partly be- 
cause of a recent increase in power, | 
according to Bernice Judis, general | 
manager. 


--—_—--——- | 


Two Name Lefton | 

Standard Vitamin Corporation, 
New York, manufacturer of Candi- | 
cod vitamin products, and Hygienic 
Tube & Container Corporation, New | 
York, have named Al Paul Lefton 
Company, New York, to handle | 
their accounts. 


Gets Cuban Accounts 


M. D. Bromberg & Associates, | 
New York, has been appointed for- | 


eign representative of Facetas, Ha- | 
One of the first accounts booked | yana. Cuba 


and four Cuban radio | 
stations 


Named Vice-Presidents 


Lloyd O. Coulter and John J. Mc- 
Carthy, account executives in the 
New York office of McCann-Erick- 
son, have been appointed vice-presi- 
dents 
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FOR NEEDED COVERAGE IN 


THE SMALL TOWN MARKE 


Getting Personal 


Those sweet notes sounded in Johns-Manville copy may be at- 
tributed to the fact that H. M. Shackelford, J-M’s a. m., was quite a 
singer in his day. “Shack” once hit high A as the lead in “The Stu- 
dent Prince.” It’s a regular jam session at the Manville shop. Howard 
Allen, who steers public relations, tries to hide the fact that he once 
tooted a hot sax in Hoagy Carmichael’s band... 

Fred Fidler, J. Walter Thompson v. p., has just returned from 
a two weeks’ vacation trip to Hollywood. . . Elliott Roosevelt, best 
known for his connection with the Texas State Network, was em- 
barrassed recently. He didn’t know that quotation Clifton Fadiman 
popped at him on “Information Please” was from his mother’s column, 
“My Day”... Henry L. Hoffman, New York district sales manager for 
Abbott Laboratories, was awarded the company’s pharmaceutical tro- 
phy at the recent summer sales convention. . . 

R. B. Alexander, Crowell-Collier Publishing, has just been elected 
a director of the Advertising Club of New York. He’s first of six ad- 
ditional directors recently authorized. . . Paul Hollister, Macy adman, 
helped usher in the new format of the Boston Evening Transcript at 
a luncheon in the Hub the other day... 


PUBLISHERS FLYING AFTER FISH 


Edward H. Butler, Buffalo Evening News; Frank Gannett, Gannett Newspapers; 

Edwin S. Friendly, New York Sun, and Elisha Hanson, attorney for the ANPA, 

ready to board the Gannett Newspapers plane for a try at the fish in the 
Bay of Quinte, using Mr. Gannett's yacht as a base. 


Grantland Rice, Babe Ruth and Walter O’Keefe kept the boys of 
the Sales Executive Club of New York company at their annual out- 
ing at Rye, N. Y. . . Getting into our “Getting Personal’ column is 
like carrying coals to Newcastle for Edwin Cox, Kenyon & Eckhardt 
vice-prexy. He does a syndicated G. P. column, giving the lowdown 
on big shots of screen, radio and other forms of public life. It’s 
called “Private Lives” and runs in a long list of newspapers. . . 

Don’t phone Bill Adams, J-W-T copywriter. He’s out honey- 
mooning with the new Mrs. Adams, who until recently was Eleanore 
Nitschke of Rye, N. Y. 

Among those who recently curtsied to Queen Elizabeth in London 
were Mrs. Ogden Reid, N. Y. Herald Tribune and Col. Joseph Patter- 
son, New York News. It was at Ambassador Kennedy’s dinner. . . 
Robert L. Foreman and Peter Touart, BBDO copywriters, are spend- 
ing a week at the Armstrong Cork Company plant at Lancaster, Pa. 
They work on the account and are getting a little perspective attend- 
ing the opening sessions of Armstrong’s training course for college 
graduates. . . The BBDO staff was further depleted by the wedding 
of copywriter Dick Neff to Mary Alice Jester, of Athens, Ga. 

G. W. Johnstone, director of public relations, WOR, has given 
the members of the press staff a break by instituting a “Program Pre- 
view” on the station, written and aired by the boys themselves. . . 
George Rau, who handles advertising for Sharon Springs, N. Y., water- 
ing place, has taken Muriel Slater, of New York City, as a bride. . . 
Frank Murray Midgely, Jr., just born to the BBDO time buyer, will 
probably get a lot of daddy’s time for nothing. . . 

Elmer H. Doe, head of Doe-Anderson Advertising Agency, Louis- 
ville, Ky., won $25 in a recent Prof. Quiz program for Noxema. .. 
Cleveland advertisers, agency men and publication representatives 
have organized the Cleveland Advertising Golf Association and have 
named Maxton R. Davies, of Foster & Davies, president and treasurer. 
Clay Reely, Fuller & Smith & Ross, and Phil Sowersby, of G-E, are 
vice-presidents. . . 

George Iredell, Frank Howley Advertising Company, has returned 
to Philadelphia after spending several weeks sailing on some of the 
old Gloucester fishing boats. .. John W. Hopley, s. m. of New Hamp- 
shire Gas & Electric Company, held a reunion recently with a sister 
he had not seen for 32 years... 

J. Hamilton Basso, former copywriter for Fitzgerald Advertising 
Agency, New Orleans, has sold his latest novel “Days Before Lent” 
to M-G-M. The book will be published by Scribner’s July 31. . . 

William O'Neil, president of General Tire & Rubber Company, 
has been named a member of the committee to select the American 
citizen who has done most this year to promote industrial labor peace 
and harmony. Others include W. W. Clement, Pennsylvania Railroad 
head; K. T. Keller, Chrysler president; Colby M. Chester, General 
Foods chairman; A. W. Robertson, Westinghouse chairman, and F. E. 
Williamson, N. Y. Central Railroad president. . . 

It's an eight pound boy for the George L. DeBeer’s (a. m., Bauer 
& Black, Chicago). This makes two boys, Peter Martin, 5, 
Paul Leonard. . . 

Walter L. Snider, president of Poster Process Studio, was named 
prexy of the New Orleans Lions’ Club on the same day that his son 
Stanley was named vice-president of that city’s Exchange Club. . . 

Broken ribs are Frank B. Griswold’s reason for his stay in St 
Francis Hospital, Evanston, Ill. The advertising director of the 
Chicago Journal of Commerce had an automobile accident at White 
Pigeon, Mich., a few weeks ago... 


and now 


| 


|recommendations at 


Patent Action to 


Be Held for Next 
Session of Congress 


First Recommendation; 
of Monopoly Commit. 
tee Presage Battle 

Washington, D. C., July 19.—The 


long-awaited report of the Tem. 
porary National Economic Com. 


| mittee which was released this week 


by Chairman Joseph C. O’Mahoney 
singled out several problems and 
issues between government and 
business which will in all probabil- 
ity rock the next session of Con- 
gress to its foundations. 

Business is not concerned about 
what Congress will do with these 
the present 
session, for it is too late to enact 


into law the major portions of 
the monopoly committee recom- 
mendations. But when the next 


regular session convenes in Janu- 
ary, 1940, a bitter battle over the 
suggested legislation is in prospect 

The chief committee recommen- 
dation on patent law changes is that 
the law be amended to prevent 
patent licensing agreements which 
limit or control production of an 
article and also which restrict sales 
or uses to particular areas. In 
other words, it would prevent the 
allocation of geographical areas in 
which patented goods would be ex- 
clusively in the hands of a single 


| licensed group. 


Recommendation Held Over 


This recommendation will be held 


|over for the next session but there 


are some patent law changes which 
arose from the TNEC hearings 
which have already passed _ the 
House this session. They deal with 


/minor law changes such as elimin- 


|ating delays in the Patent Office, 


abolishing patent 
newals, 


application 
cutting the 


re- 
time during 


| which an inventor may make pub- 
| lie use of his invention before filing 


-endar 


sage can be expected of these two 


a patent application from two years 
to one, cutting the time during 
which patent claims may be copied 
for the purpose of establishing pri- 


ority of invention, and _ forcing 
prompt answers to Patent Office 
actions. These bills are expected to 


be favorably reported by the Sen- 
ate Patents Committee and passage 
is probable. 

Two more patent bills, however, 
much more important to the Patent 
Office, are now on the Senate cal- 
as well. They provide for 
the establishment of a federal cir- 
cuit court of patent appeals and for 
the limitation on the life of all pat- 
tents to be fixed at 20 years. 

Nothing more than Senate pas- 


measures this session. The House 
committee refused to consider them 
earlier and they must await the 
next session for enactment. 


"Sales in the rich ITALIAN. 
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July 24, 1939 


ADVERTISING AGE 


Promotion 
Review 


Two recent pieces sent out by 
wow, Omaha, are a report of a 
house-to-house study of radio listen- 
ing habits in Omaha, Council Bluffs 
and Lincoln, made by Omar, Inc., 
and a distortion map showing how 
WOW’'s coverage coincides with the 
effective buying income families in 
ts territory. 


ts * Ms 
Liberty dressed up an institu-| 
tional full page it ran in New York, 
Chieago and Detroit newspapers re- | 


itly in an effective gray folder 
mailing to its prospect list. 
o% * % 


cel 


Impressive is the huge broadside 
sent out by the New York World- 
Telegram containing comments of 
mportant figures on the recent 
“Business—Not Politics—Developed 
America” pronunciamento of that! 
paper. 

8 oo a 

Neat die-cut folder sent out re-| 
cently by WMAQ, Chicago, tells the 
of Simoniz. Purple and yel- 
low are predominant colors in the 
folder, which is ingeniously cut 
and folded to carry interest from 
one flap to the next. 


story 


Having recently issued a pocket- 
size folder called, “Opinion and 
Facts,” dealing with what business 
should and can do to win 
greater public approval, Banking 
has now followed up with a file-size 


men 


Record Breaking 
Catalogs Issued by 


Sears and Ward 


(Continued from Page 1) 


|sey, general manager, has been 
| tipped in to Page 2. Mr. Kelsey’s 
letter urges the customer to think 
of Sears not only as a huge store 
/where a vast variety of merchan- 
'dise is obtainable, but as a store or 
| organization run by “people such 


|as you and me and Mary and John 
}and Henry — 50,000 of us alto- 
| gether—50,000 human beings that 
'think and act and work and live 
just as you do.” 

Copy Goes Streamline 


Copy technique in these opening 


11,500 panels during August. 


$85, two-carat diamonds and a su- 


|preme quality cord tire, advertised 
jas “priced higher than most first 
| quality tires.” Customers are urged 
'to buy the best and the most dur- 


HAPPY DEALERS CONTINUE FOR SINCLAIR 


SINCLAI 


Youll like the way 
Sinclair dealers 
treat you / 


This 24-sheet, continuing the Sinclair dealer theme, will appear on approximately 


Karl Godwin was the artist. 
Agency handles the Sinclair account. 


Conventions 


Aug. 22-24. National Sign As- 
sociation convention, and Interna- 
tional Sign Exposition, Hotel Stev- 
ens, Chicago. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 13-16. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 19-20. Annual meeting, 
National Publishers Association, 
Skytop Lodge, Skytop, Pa. 

Sept. 20-23. Annual conference, 
| National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
|Direct Mail Advertising Associa- 
|tion, Roosevelt Hotel, New York. 


Federal Advertising 


Network Altiliates 
Sketch Plans for 


of the factual content or directness, | Changes in the catalog which have 


pages would have seemed bizarre|able products and to use Ward's 
in a Sears catalog of days gone by. | credit plan, rather than to restrict | 
Some of it is written in blank verse, | themselves to cheaper merchandise. | 
flows smoothly with an air of | One Ward spokesman credited 
glamor and yet tells all essential President Sewell Avery as the mo- 
facts. There has been no lessening tivating force back of the major 


however, in the copy used to iden- taken place in recent years. Some 
tify the products in the book. |of these changes have been replac- | 
The increased emphasis upon | ing the president’s letter with color | 


Special Convention 


Philadelphia, Pa., July 19.—Plans 
of Independent Radio Network 
Affiliates to hold a convention early 
in September, were revealed here 
this week by Samuel R. Rosenbaum, 


| president of WFIL, and chairman 


of the group. Chicago was named 


| Oct. 1-4. Annual meeting, Mail 
| Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 17-18. Fall convention, In- 
land Daily Press Association, Sher- 
man Hotel, Chicago. 


style, apparent in the more recent 
catalogs, has been continued. The 
picture presented indicates that the 
traditional lapse between accept- 
ance of new fashions in women’s 
wear, millinery and accessories in 
metropolitan centers and in small 
towns and on farms no longer ex- 
ists. 


multigraphed folder, called “And . 
- ota” Z which business men are There are still several pages de- 
told what bankers would like to | Voted to long underwear and 


know about them, and how to tell 


, |voted to cosmetics and two full 
them through Banking. d pase” 
— - oe |/pages among a voluminous drug) 
..| section devoted to “feminine hy- | 
“Big Business from Small Ads giene.” 
ic the ¢ Ss *, ; a ra "e ¢ - ‘ 
; - latest Pg scene? ve -— of! Seven pages are devoted to books 
ape on © pemerenie: S 4/and 13 books are offered which 
beautiful book containing case 


studies of a variety of small space 
newspaper advertisers, the general 
idea being that no one need stay 
out of newspapers because his bud- 
get won’t permit the use of full 


pages. 


Ricketts Joins Ayer 
William B. Ricketts, manager of 
market surveys division of 
Booz, Fry, Allen & Hamilton, Chi- 
has joined the plans-mer- 
chandising department of N. W. 
Aver & Son, Philadelphia, in a re- 
search capacity. 


cago, 


4 


Newsreels Adds Gould 


Billie Gould, who has headed 


bibles, but there are nine pages de- 


|deal with marital adjustment and 
other intimate problems. Fiction by 
|tried and true authors dominates 
|this section, however. Zane Grey, 
Kathleen Norris and Grace Living- 
| stone Hill are among these, although 
there is an increasing number of 
what might be termed timely or 
“important” books. 

In its home furnishings section, 
Sears has concentrated upon three 
distinct and complete styles which 
coordinate furniture and 
sories. These are 18th Century, 
Early American and Modern. 

Other 
include the sale of canaries by mail 
from a page called “The Pet Shop,” 
a combination electric phonograph 
jand radio with record changer at a 


ne Ww ici jj i T } ; 

Peas publicity office ont New new low price; a rodent-proof corn 
for nine years, has joined crib and a delicacy shop where 

American Color Newsreels, New , 2 Sewer 


vv a 
Y K, 


as director of advertising. 


Reiss Adds Goldsmith 


Simon A. Goldsmith, 
manager of Hanover Shirt 
any, Baltimore, has _ joined 
Advertising, New York, as 
handising counsellor. 


formerly 


$10,000,000.00 
CAPITOL — 


‘aska, by paying cash for its public 
saves millions of dollars of interest 
people. For example, the saving 
state capitol alone amounted to 
‘nan ten million dollars. 


Sears offers rural palates the same 
sort of hors d’oeuvres one finds on 
| Park avenue. 


Prices Vary Little 


There has been little change in 
prices. The average, compared with 
the catalog issued at this time in 
| 1938, is 1.09 per cent lower. Com- 
pared with the 1939 spring catalog, 
the new volume shows an increase 
in price of .01 per cent. The credit 
policy—terms for any article on a 
total order of $10 or more — has 
been continued without change. 

Ward executives, in describing 
the new format of the company’s 
catalog, point out that it now has 
two “store fronts” instead of a front 


and a back. One cover reads, 
\“Things to Wear,” the other an- 
|nounces, “Things for the Home, 


Shop and Farm.” The general in- 
dex, order blanks and similar pages 
are in the middle of the book. 

The new catalog contains over 
1,000 pages. More than 70 per cent 
of it is in color and rotogravure, an 


acces- | 


merchandising highlights | Time and posters in transit systems | 


pages devoted to style; the 
tention to furnishings of true artis- 
tic merit. 
Customers, ’ it 
longer ask for 


was reported, no 
“Old Rover,” the 
rug picturing a big Newfoundland 
dog, the “Bird of Paradise” lamp, 
a gaudy monstrosity that outshone 
Jacob’s famous coat, or many other 
mail order favorites of an appar- 
ently vanished era. 

Both the Ward and Sears cata- 
logs vary somewhat in content ac- 
cording to the territory in which 
they are distributed. This vari- 
ation, however, applies only to the 
types of merchandise offered. 


Whisky Collins 
Gets Call in 
Calvert Copy 


New York, July 18. — Promotion 
of a whisky Collins as the ideal 
summer drink is the hub of a hot} 


weather campaign which Calvert} 
Distillers Corporation released last | 
week in 318 newspapers in 
markets. The newspaper coverage 
is supplemented by color pages in | 


255 | 


| 
| 
| 


'in New York and Chicago. 


| 


In promoting Calvert’s Special 
and Reserve whiskies as ideal for 
making the Collins, Calvert uses the 
figure of a baby polar bear in a 
ludicrous but eye-catching posi- 
tion, to convey coolness. The cam- 
paign, which will run through July, 
is handled through Benton & 
30wles. 


Michigan Railroads to 


Promote Farm Produce 


Net the “White Spot of the Na- increase made possible by a new 
"ion 1s no income anes. no “nuisonce “flash dry” printing process which 
a no luxury taxes, and has no bonded sreatly speeds up production. Prices | 
san Money saved on taxes adds to have not advanced, but the trend 
_— @ income. toward higher quality is evident in 
-*8ch this rich, tax-free market, plus @ Perusal of the pages which show 


Outhwe 


stern lowa, through one newspaper 


THE 


O MA H A 


World-Herald 


Nee, 
Stone: Representatives: O'Meara & Ormibee inc. 


nuch less stress upon price than in 
past years. 
In most major lines the new cata- 


log features higher priced mer- 
chandise than formerly. Examples 
are men’s watches selling up to 


Michigan railroads have agreed to 
aid in the campaign to promote 
Michigan farm produce by adver- 
tising and featuring it on their din- 
ner menus, the state department of 
agriculture has announced. 

Participating railroads include 
Michigan Central, Pennsylvania, 
Grand Trunk and Pere Marquette. 


Hoops Opens Office 

Walter W. Hoops has resigned as 
vice-president of Buchanan & Co., 
to establish an office at 307 N. 
Michigan avenue, Chicago, special- 
izing in sales promotion for manu- 
facturers selling machinery, equip- 
ment, supplies and materials to in- 
dustry. 


O’Keiff Starts Agency 
Sam R. O’Keiff, formerly adver- 
tising manager of the New Mexico 


Sentinel, has opened an advertising| Wanda, N. Y. He was formerly with 
agency in the First National Bank | Leo 
| Company, Rochester. 


bldg., Albuquerque. 


Parker with WEAN 


Malcolm Parker has been ap- 


pointed station supervisor of WEAN, vertising manager of Fant Milling 
in | Company, 
charge of the New Haven division! joined Crook Advertising Agency, 
| Dallas, as production manager. 


Providence. He was formerly 


of WICC, Bridgeport. 


time | 
| payment plan and far greater at- 


| work. 


Boosted by NBC 


Joins Creo-Dipt | 


Anderson Joins Agency 


as the most likely place for the Oct. 19-20. Annual convention, 
meeting. Audit Bureau of Circulations, Hotel 
Mr. Rosenbaum expressed the | Stevens, Chicago. 


belief that IRNA will gather con-| 
currently with the special conven- 
tion National Association of Broad- 
casters has tentatively scheduled for 
next month to consider the situation 
revolving around its relations with 
the American Society of Composers, Helen H. Weber, formerly with 


Authors and Publishers. Seat 
- ¢ ; ' |Phillips H. Lord, Inc., New York, 
Among the items the independent | ).. gio productions, has joined Kor- 


affiliates will press for are payment | pe] ¢ Colwell, New York, public 
of copyright tax at the source, pay-| relations. 
ment of the tax only on programs | 


using ASCAP music, elimination of Si]lton Joins Agency 

“free rider’ network announce- Jason N. Silton, formerly asso 
nce = 7 Pye mhgg-. of a ciated with New England newspa- 
work chain break free announce-| ners has joined Industrial News 


ments by network advertisers. Service, Quincy, Mass., as manager 
A preliminary draft of the pro- of production. 


posals will be drawn up at a meet- 
ing of the platform and organization 
committee to be held in New York | | 
Aug. 4. The committee is composed | 
of H. K. Carpenter, WHK, Cleve- 
land; Arthur B. Church, KMBC, 
Kansas City; Walter J. Damm, 
WTMJ, Milwaukee; John A. Ken- 
nedy, WCHS, Charleston; Paul 
Morency, WTIC, Hartford; and 
John A. Shepard 3rd, Yankee Net- 
Mr. Rosenbaum is chairman. 


Oct. 30-Nov. 1. Annual conven- 
| tion, Associated Grocery Manufac- 
| turers of America, Waldorf-Astoria, 
New York. 


Weber in New Post 


Requirements for 
Red Network 


i 
New York, July 19.—The mini- | 
mum number of stations which 
advertisers may use on the Red net- | 
work during certain popular day- | 
time hours has been increased from 
23 to 35, according to new regula- 
tions issued by National Broadcast- 
ing Company. 

The hours affected are from 11 
a. m. to noon and 3 to 5 p. m. 
Under the ruling early and repeat | 
broadcasts may be combined to con- 
form to the new set-up and present| § 
advertisers whose contracts termi- | “ 
nate before Jan. 15, 1940, are not} 
required to change their schedules. 

The evening minimum Red net- 
work figure of 50 stations continues. | # 


Under the same 
Management as 


Export Exhibit Opened i The Drake 


American manufacturers and . CHICAGO 
concerns advertising abroad are| Be The Blackstone 
represented in the exhibit of export | CHICAGO 


advertising which has been opened | Be 
at the New York World’s Fair. The . 
exhibit is sponsored by the Export 
Advertising Association, New York. 


The Evanshire 


EVANSTON, HLL 


The Town house 


LOS ANGELES 
A. S. Kirkeby 
Managing Director 


Leonard D. Shavlan has been ap- , 
pointed advertising manager of - 


Creo-Dipt Company, North Tona- 
| 


Sth Ave.ot SSth St. NEW YORK CITY 


Hart Printing & Engraving 


James P. Anderson, formerly ad- 


Sherman, Tex., has 
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ADVERTISING AGE 


July 24, 1939 


Hails Efficiency 
of Sampling as 


| NEW MODEL 


Markets 


a 


Index of Retail Activity in 79 Important 


Based on total retail advertising volume in all newspapers in each city. 
Sales Instrument (Copyright, 1939, by Advertising Publications, Inc.) 
Amrsise Yew Stenderd Meds! 
: AOL THE TUN AUTOMATIC 
(Continued from Page 1) cobidees on ves Saneus 
the third. Results were reported as “caging 
follows: Youngstown, 3.5 per cent; RETAIL ACTIVITY 
Harrisburg, 5.9 per cent; and Wil- BENDIX HOME LAUNDRY» inMAJOR MARKETS 
mington, 10.6 per cent. AUTOMATICALY suns sits > sor onan compared with last year 
Combination Drive Best ° aan 
vanaton 
> fe ; inane ine | Total variation. 
Tests in three larger cities, in op year to date — —— = = 
connection with the introduction of = 
a new product, showed a record of F | 
4.6 per cent for sampling alone; 8| — 
one cent for advertising alone; and Currently advertising is breaking on this 
20.3 per cent for a combination Of | pew and cheaper companion model to 
sampling and advertising combined. the Bendix Home re 
While admitting there may be}~_ — — - 
“coupon hounds” and “sample 
hoarders,” Dr. Laird asserted that $30 Set as Pan! Ss 
tests prove these parasites are not 26 4 iN 18 25 ' 8 15 22 29 ad 13 
important enough to affect mate- Ci arette Bill y Y ~ :PT. a OCT. 
rially the results of any sampling g ons. oer —_ =. ; 
a . 
campaign, for Urban Family | 
Results of straight against drama- ; % Gain % Gain 
tized sampling were also tested, Philadelphia, July 18.—The aver- | 28-Week 28-Week 28-Week or Loss or Loss 
with straight sampling bringing in | @8e urban family spends a little less | Period Period Pericd 1939 1939 Week Week % Gain 
o agit es i al s _ |than $40 a year on tobacco roducts, | Ended Ended Ended over over Ended onded or 
a 20.3 per cent return and drama-|' $ Pa a Pp ren City July 17, 1937 July 16,1938 July 15, 1939 1937 1938 July 16,1938 July 15,1939 Loss 
tized sampling (the product put in|and $30 of this is spent for cigar- | ————-—--_—_—__—_____ | TE eee ad btn Ba y ras 
4 {nn ag Bw wre : Ph RD -— y. on, , Pre Peer 9,425,598 } i115 5,324,5 —43.5 —20.3 96,9 96,35% —20.6 
special packages and the distribu- | ¢ttes, the commercial research di-| aipany, N. Y. ........ 5,442,946 4,708,176 4,555,395 —16.8 —=§,3 148,511 146,286 —1.§ 
tors dressed up to tie in with the| Vision of Curtis Publishing Com-|altoona, Pa. .......... 3,807,523 2,758,817 3,106,845 —18.4 +12.61 74,942 98,245 
product) brought in a 42 per cent|Pany declared today, basing its fig- | Atlanta, Ga. .......... 8,461,026 7,908,320 8,978,928 6.1 +18.5 210,630 258,258 
return. ures on an analysis of the Consumer | Ba!timore, Md. ........ 12,567,964 11,713,547 41,751,276 10.68 the $15,073 332,139 
“One thing to remember about Purchase Survey made by the gov- se pega OO ae hg +94 6, rye Richi ptt —0.2 +3.1 et gh 228,396 
= . , PORCOE, BeRSS. 1.06260 4% 1860.3 9 3,535 1,108,637 —6.9 2.3 24 79 242,67 
the sampling method of selling,” | ernment. . ; sridgeport, Conn. ..... 5.459.272 4,802,224 5,183,982 —5.0 7.9 190326 treth 
said Dr. Laird, “is that the product In New York City, according to} Buffalo, N. Y. ........ 10,046,568 8,748,992 8,551,452 —14.9 2.3 216,258 218,484 
has to be good enough to warrant Curtis, 678 of each 1,000 families Camden, Ne J csseseees 2, 73,573 1,997,881 2,188,073 4-0.7 . B 48,591 59,765 + 23.0 
it. Sampling is the acid test of a|are cigarette consumers; in Chicago | Cedar Rapids, la. ..... 2,836,792 2,527,672 2,607,568 —8.1 3. 74,214 77,280 +4.1 
product, which has to have merit | the figure is 607, in six other large cuaaseoten, ia ee aareere 944,815 $506,591 +4 -6.! 200,431 168,287 —16.0 
“ea k ; ee aca ee . lattanooga, enn 70,903 3,270,570 ,034,313 +16.2 3.4 101,213 115,121 +13.7 
of its own to come through after|Cities the average is 555, in 14) ¢chicago, Ml. ......... 18,218,630 17,192,032 16,072,201 -11.8 6 431,510 404,413 —6.3 
it’s been sampled. And the product | Middle sized cities it is 495, and in| Cincinnati, O. ........ 9,610,851 8,263,718 —11.9 2.5 202,048 220,405 +9.1 
has to have a consistent advertising | 29 smaller cities it is 455. The aver-| Cleveland, O. ......... 11,598,807 9,536,879 —17.6 +02 261,969° 276,695 +5.t 
follow-up to keep the customers|age purchase is reported as ap-| Columbus, 0. ......... 7,714,688 6,674,226 —i.4 4.1 202,673 221,804 +9. 
that sampling attracts.” proximately a pack a day for those Raven ange coeesesese 11 os ~ 4 oo 4 11, is 364 Py —0.4 311,431 353,600 +13.5 
4 BremmOre, Bes «ci vaedde », 965,728 5,128,70: 96 22 —10.7 —3. 57,396 38,502 —12 
Other speakers who addressed the | above the median income, and be-| payton, 0. ............ 8,520,298 €1931'032 7,435,346 —12.7 -+ 14 190.540 320,484 $18.7 
three-day convention included Fred | tween four and five packs a week | Denver, Colo. ......... 478,895 4,908,743 4,876,711 11.0 —0.7 121,055 145,332 20.1 
Goodyear, advertising manager, in the lower income groups. Des Moines, Ts. 2660004 3,552,321 3,480,558 3,603,435 +1.4 +3.5 106,847 103,233 —3.4 
Penn Fruit Company, who hailed| Cigar - smoking families total 169] Detroit, Mich. ........ eet ap gee yy > —s « Y ryt oo 86 oee 
super markets as a new opportunity | per thousand in Chicago and 177 in Erie "Pa mee feesseure 4 o5s 206 1900 004 5108758 rey Las 4458 aate | 434i 
es " . P srie, RM. s202sse0ecds ene 20,200 9 », 02 . O,¢& +3.0 +-6.2 56,43 78,514 T 
for advertising distributors; Mau-|New York, with the average for 29 |; — : “F403 ee tt eras $5 
ice W. Ryb: , : > oe mat) cliles being 119. and average Fall River, Mass. ..... 1,938,635 1,719,789 1,810,633 —6.6 +5.3 43,427 53,476 23.1 
rice W. Ryback, director of publicity |Smal! cities being tle, and average | Flint, Mich. ........ 4,934,650 3,708,222 4,416,194 —10.5 +191 112,476 127,162 +13.1 
and sales for Frank & Seder, who| Weekly purchases in Chicago 9.3] Fort Wayne, Ind. ..... 6,493,788 5,717,516 5,646,196 —13.1 —1.3 158,060 180,264 +14.0 
outlined the part advertising circu-|cigars per family of users, com- aan 5 Nhe tA gees ry ty ers none —. bY yee ——_ Tone 
lars played in department store|Pared with 10.1 in New York and wen —— ee wets es th = — aSs,o08 a an Mod 
promotions, and V. I. Schlacks, ad-| 8.5 in the smaller cities. re ae vee @ $12,490 8330542 9'022:906 ry +33 coeeae 992138 --11:3 
vertising manager of the P. & R.| According to Curtis, the tobacco | Indianapolis, Ind. ..... 10,142,970 <'451.472 8.795.498 133 4.1 257,460 378.838 +83 
Coal & Iron Company. products expenditure is almost} Jacksonville, Fla. ..... 4,888,240 4,605,422 4,827,942 —1.2 -4.8 138,404 155,274 +12.2 
. equal to that for all toilet prepara- | Je™sey_City, N. J 1,349,992 1,150,086 1,197,693 —11.3 +4.1 712 28,575 —12.7 
Urges Regard for Public ; ste aga ~ 7,047 4 j, 66! 7 —— % 
tions and other personal care, is} Kansas City, Kan 1,447,047 1,496,488 1,376,669 —.9 8.0 54,761 42,973 =—21.5 
Miss Schlacks cited a story on|twice that for reading material, oe eee a me tig st metty et rptiyte res $+ 169,586 208,080 A y- 
e . : 4 - LOCK, < ‘ ) dod ,504,0% 92,95 —5.3 > U6 72,3 i) 2 —17.6 
consumer education in the July 10|@nd more than half that for amuse-| Los Angeles, Cal. ..... 13,825,538 (5 13,440,046 —2'8 +8 6 146.449 112,004 nt 
issue of ADVERTISING AGE as an ex-| ments and recreation. Louisville, Ky wa . 8,693,230 i? 731, 134 —11.1 +1.1 209,601 233,076 +112 
ample of the growing concern of cemmemereaseemneneD Lynn, Mass. .......... »,490,422 4,573,340 —16.7 6.0 143,836 133,084 —7.5 
the public over advertising matters . Manchester, N. H. . . 1,961,600 2.05 0.100 + 4.5 +3.9 56.296 59,302 +5.3 
rece Se orl datncnbes rs rt alin Real Form Girdle Memphis, Tenn. ....... 6,502,176 6,345,430 2.4 6.0 187,768 195,790 +4.3 
é advis tegates to ti : : tiMilwaukee, Wis. 9,533,733 7,631,936 —19.9 -4.3 208,605 188,667 —$.6 
of this trend in planning and ex- Increases Magazine List Minne apolis, Minn. ... 8,081,606 7 —9.0 +1.9 183 179 194,413 -+- 6.1 
ecuting distribution campaigns. The Real Form Girdle Company, New | New fedford, Mass. ... 1,850,814 —TaG-100 1,672,104 9.7 me 50,764 52,836 +4.1 
story mentioned the door-to-door | Y°rK, has increased its fall adver-| New Haven, Conn, .... 5,176,828 4,883,676 4,953,214 —4.3 +1.4 160,132 159,446 —0.4 
dodger as a “pet advertising dis- tising schedule in magazines to 13,| New Orleans, La. ... 10,937,700 9,918,642 10,318,442 awf,7 + 4.0 336,952 333,646 —1.0 
es : ; ared wi seve sed last sea- | New York, N. Y. ...... 36,065,364 31,649,161 31,610,369 —12 —0 5,7 , 3.2 
like” a oe ie so ete compared with seven used last sea- | N 065,364 31,649,16 31,610,365 2.4 1 845,744 818,418 oe 
og Rage local ordinance to son. Newspaper rotogravure sec-| Breoklyn, N. Y. ....... 3,759,277 2,745,577 2 180.193 —420 206 73.164 61999 —153 
p re ns _ ae tions in principal cities will supple- | Nerfelk, Va. ...... .ee 5,160,372 5,007,702 5,127,472 —0.6 +2.4 156,114 170,506 +9.2 
et advertising distributors hand| ment the magazine list which in-| 0#*!and, Cal. ........ 4,193,394 3,893,946 4,207,592 + 0.3 +8.1 117,982 138,428 +17.3 
pick their men, see that they are|cludes Fawcett Women’s Group, ttOklahoma City, Okla. 6,472,132 6,452,551 4,988,326 —22.9 —22.7 199,346 121,114 —39.3 
well groomed, well shod, business|Glamour, Harper’s Bazaar, Ma- I Hadelphi: Ppa. _ 16°549'135 1053 240 a731814 44 Hy: 358.400 <i. ae 
: : ; : \iladelph Z 6,549,135 53,246 73 : 38% —0.2 
like and courteous,” advised Miss|demoiselle, Photoplay, Screenland | ——— nr A I i es — < a td Lh — 
Schlacks, “and you'll go a long way | Unit and Vogue. Point-of-sale pro-| 5,\;. bureh, TT as! M5216 11'019,946 if : eth 2211 “4 799,446 senesa Ae 
d « > ° P 8s rea ° 13,945,316 c > ’ a ‘ —22 . 29$ i) 302,4 
toward building advertising distri- motional aids, window and counter | portiand, Ore | «714.978 retry: “— pth 16 : 4 + con can peepee + 
bution as a community service displays, mat services and , direct | Reading, Pa. ......... 5,866,440 5,123,583 5,365,809 —8.5 : 47 163,576 173,474 +611 
saline Cen ; : mail will also be used this fall.| Richmond, Va. ... 7,104,930 6,494,488 3,918,329 —3.6 ; 223,52 217,27 2 
rather than a nuisance, and retard | ¢ isi ee aaa awe te ee en i 
we © ara) Croydon Advertising Agency, New| jiochester. \. Y....... 93 5 7,691,065 70,47 $16 
the spread of local ordinances which | york, is in charge ; mock iatend.Molle ag ge vat aan rpg ey bay ns,026 226,601 = +18.) 
: wae : i - » ib 6 : tock sland-Moline 1,860,888 4,615,562 1,494,662 7.5 ant. 26.126 37,788 +12 
hampet your business. It’s the pub- Broom & Newman, New York, | Sacramento, Cal 1690-762 4,201,887 4.479.076 4.5 4 + eye car s70 +45 
lic’s complaints which sow the seed|has appointed Croydon to handle | 5an Antonio, Tex 3,093,477 3,319,270 3,816,914 + 6.2 15.0 108,648 115,216 +6.0 
for these ordinances.” promotion of its men’s shirts. Busi- | 54" Dieeeo, Cal ne nad et et A ct ae ooh ant see ebeSee 1 
She also urged distributors to en- |M€SS papers, direct mail and point- | Seattle, Wash 520,626 4,911,729 5,965,554 +8100 +214 147,434 197,750 +34) 
gage in advertising on their own | 0f-S@le material will be used. Saul **South Bend, Ind 5,175,88 3,798,647 2,911,060 43.8 23.4 108,733 84,141 —22. 
‘ ow) KK: ‘vagpapeeet rarutive §§Spokane, Wash 1,204,354 3,884,104 3,570,616 5 35,156 2 
account, suggesting they take paid ampf is account executive. Kelly St. Lou Mo. 10,579.09 591,165 etter. rt rey 347 818 pt Th 
“pi 5 Magy a lag Beverages, Stanhope, N. J., has also | ° ouis, Me 0,579,090 9,591,165 9,655,830 —8.7 0.7 247,810 250,540 +1) 
space in newspapers > ‘a ~~ ’ ’ B.S = T7758 aul j »,p98,027 >, 26 5.637 ’ tt. 7 5 
=i uti ‘ ee be fore big dis-| named the agency to direct adver- | — + Sah Seem petal 6,261,411 0,657,908 14.6 —10.0 148,585 157,805 +82 
mutions to prepare a welcome for | tising for Kel-Kola, soft drink. ~ sdioeectoengg pa ryt . pg 6,489,854 —3.5 Tite 160,899 174,440 +15.8 
their messengers and to emphasize a a a ms , yt rtt 3,178,672 pte tt —6.0 +5.1 93,996 109,410 +% 
5 their role as “service” organizations Samadi. tn yrty ry by be tap ty 123,368 +3: 
oa George Johanson, New York was New Toridheet Line Troy = y _ 344'300 nan aan oY: + $87,567 ur 
E Johanson, I , Was roy, ! 2,344,300 » 235,646 0.6 4.3 78,512 —i. 
elected to succeed Arthur J. Adler|, The Toridheet division of Cleve-| fiim> Ok... 9,184 4,854,714 x 7 eto +05 
as president; Jack Hecht, Cincin- land Steel Products Corporation,| washington, D. C 0.469.730 181219/803 11 } 07 541,382 — 
coe es : es : ars. = — vy P - , 4 o ,o8e rs 
nati, was elected vice-president, and leve _ has a d a new Worcester, Mass 6.677.380 6,161,059 »,685,407 14.9 7.7 172,141 —!I? 
ai Roy Ziese . . i nro ine of furnaces and air conc ition- | Youngstow a 1,977,588 4,042,505 4,008,747 19.5 0.8 146, 780 32,45 —$8 
~ 7 —— nfuss, st. Louis, secre-| ing units for oil, coal and gas. The —— ; . . _ — ~ 2 ei ~ 
= ary- reasurer. Director s elected company pre viously markete a oil Total a : .572,005,791 506,057,629 al 3,900,319 10 + 1.5 14,830,001 15,212,433 +2.6 
: were J. Russell, Albany; Nathan | heating produc ts exclusively. {Akron Times-Press discontinued Aug. 28, 1938. a a ee a —s 
os Lane, Philadelphia; M. G. Burkhart, ——- **News-Times discontinued Dec. 28, 1938. 
Omaha; Patrick V. Roach, Toronto, Two Join Agency tiMilwaukee News discontinued Jan. 14, 1939 
Ontario; Harry Sklar, Detroit, | Sohn Clayton } , — hs sarge = = my serena eran ; } tay : ‘et 
Merle Sp: , >; se ; ; Jonn ayton Nas been appointec Lk. ceste ost discontinuesc ‘ 14 8 7 
3 Adle Spandau, Pittsburgh, and Mr. | merchandising and research direc- +7 ge Press discontinued March 18, 1939. _ 
; er. tor of McDougall & Weiss, Chicago iChi ao taorsia a —— copes ay a Sas , 
4 ’ ° mcaeo erTraic « “xam e "eC cer oO ablo eize S6 1 he 
on Maxine Wright, formerly with . . a ao | 
oe : Charles Daniel Frey Company, has : — 
~ omas with Nesco : ; a ee ne 
joined the agency as copywriter * 4s a 
re John F. ‘Thomas, formerly man- Distillers to Vladimir Plomb Names Clark Buys Television Unit 
dl ager of the New York office of Irw Nadi ; J ’ 
‘ rwin Vladimir & Co., New rk > any S - D 
Braun & Co., business consultant New Post for MacEdward hes he . ss York, Plomb Tool Company, Los An Station KSTP, St. Paul, Min 
re it, 1as been appointed to handle all|geles, has appointed Darw H. |} y fg. Com- 
has been named vice-president in Gord K. MacEdwar ; : ; > pp arwin las arranged with RCA Mfg 
red | by resic rordon MacEdward has been advertising abroad of Seagram Dis-|Clark Advertising Company, Los | pany, Camden, N. he instal 
charge of sales of Nationdl Enamel- ; d si ; . . ae pany, E or 
OS satel Ni al Eni appointed sales manager of Mac- tillers Corporation, Calvert Distil-| Angeles, to handle its account. | lation of a televis ture syste® 
ing & Stamping Company, Milwau-!donald Advertising Con o DB lowe Coemors 2 eho Te ; ion a televi: ion pictur on 
; kee vy rs ‘ sing Company, De- lers Corporation and Carstairs Bros. Business papers, direct mail and/for the demonstration of televisi 
Bs oi Distilling Company, New York | dealer displays will be used. | to the public. 
a 
fi 
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ADVERTISING AGE 
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The rates for this department are as follows: 
“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Help Wanted,” 


cash with order. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Write for folder describing discounts for term insertions. 


_—— 
POSITIONS WANTED 


PHOTO AD-CARDS 


Sales and advertising man, College 
craduate. Married. 28. Six years 
experience sales correspondence, di- 
ect mail advertising, customer and 
calesmen control, traffic. Creative and 
sochnieal ingenuity, executive ability. 
\vailable immediately. 

Rox 1831, ADVERTISING AGE, Chgo. 


pree-lance ad-writers want new ac- 
Cash rate: 10c per typed line. 
Cuarantee, references, 3-day service. 
Copy Builders, Box 915, Buffalo, N. Y. 


ounts. 


RESEARCH MAN, “Ace Fact-Finder” 


(Says present. boss). Can handle 
rougher survey post. Available Au- 
gust 15th 


Rox 1832, ADVERTISING AGE, N. Y. 


HELP WANTED 
Experienced secretary and assistant 
, editor of business publication; mar- 
-et research experience desirable; 
eive full details, references, salary 
arst letter; confidential; our staff 
knows of this. Address. 

Rox 1830, ADVERTISING AGE, Chgo. 


ARTIST—Chicago agency 
ntact experienced free-lance artist 
to handle both layouts and fin- 
shed art. Must be willing to move 
to agweney’s own or nearby quarters. 
Write for interview outlining past 
experience and character of work done. 
Box 1829, ADVERTISING AGE, Chgo. 


wishes to 


REPRESENTATIVE WANTED 
Advertising representative for Chi- 
ago trade publication in New York. 
Attractive commission basis. Tavern 
Bulletin, 612 N. Michigan Ave., Chi- 


BEAT THE SUMMER SLUMP 
Go after business the modern way by 
using our PHOTO AD-CARDS. _ Eco- 
nomical and very profitable to use. 
Samples and prices on _ request. 
GRAPHIC ARTS PHOTO SERVICE, 
HAMILTON, OHIO. 


SPECIAL SERVICES 

CURTAILED BUDGETS 
can still afford economical Photo- 
Offset for all sorts of pictorial adver- 
tising literature, booklets, brochures, 
bulletins, testimonials, catalogs, 
charts, diagrams, direct-mail pieces, 
sales letters, etc., etc. 
No typesetting or engraving 
anything previously printed 
reproduced. 

Short runs no penalty. 

500 COPIES (8%"”x11") $2.63 
Additional hundred copies only 22¢ 
Even lower prices for larger orders. 
Any size supplied. Free instructive 
Manual on request. 

Laurel Process, 480 Canal St., N. Y¥. C. 
In New York City and Metropolitan 
Area, a trained salesman will call on 
request. Just phone WAlker 5-0526. 


MISCELLANEOUS 
An expatriate Eastern bachelor (26), 


costs; 
can be 


now Chicagoan, has a “design for 
living” for self and three others in 
mind. Put your slippers on, light 


your pipe and mull over this one: a 
tidy suburban mansion or lakeside 
apartment, with Philipino, dinner and 
buffet breakfast, two twin-bedded 
rooms, laundry and pressing. I think 
it could be done for $25 a week tops. 
| lf it appeals to you, write Box 1833, 
| ADVERTISING AGE. If you're lined 
up, mail this to someone 


who's not, 


New York, July 18.— William J. 
Jennings, vice-president of W. S. 
Ponton, Inc., died suddenly of a 
heart ailment at his home in Brook- 
lyn. He was 50 years old. Before 
joining the Ponton firm, compiler of 
mailing lists, six years ago, Mr. 
Jennings was the manager for 10 
years of the New York office of 
Buckley, Dement & Co. 


JAMES ALBERT RIKER 

New York, July 18.—James Al- 
bert Riker, advertising representa- 
tive of the Musical Courier, suc- 
cumbed to a heart attack last week 
at the age of 53. Mr. Riker, who 
had been with the Courier for 25 
was previously associated 
with Scribner’s. 


JOSEPH R. KATHRENS 

Dayton, O., July 18.— Joseph R. 
Kathrens, retired newspaper editor 
and advertising man, died here yes- 
terday at the age of 76. Before 
purchasing the Times, Sioux City, 
la.. Mr. Kathrens served as adver- 
sing manager of Pabst Brewing 
Company, Milwaukee, and also as 
vice-president of Lesan Advertising 
Agency, New York. 


JAMES H. HOSKINS 

_St. Louis, July 18.—James H. 
Hoskins, 79, founder of Al Fresco 
Advertising Company, died at his 
fome here today. He established 
‘he outdoor advertising company in 


‘916 and was president until his 
leath, 


years, 


EDWIN H. DIETZER 
Buffalo, July 18.—Edwin H. Diet- 
““f, prominent Buffalo advertising 
nan, died after a short illness at the 
“8 of 72. For 30 years he was with 
© Buffalo Courier and in 1927 be- 
‘me advertising manager of Giv- 
“5s, Inc. At the time of his death, 
was with Buffalo General Heat, 


jane Linage Gain 
or American Weekly” 
Wo ‘ssue of The American 
oy 4 Carried 26.6 pages of ad- 
1999 US iS compared with 21.3 in 
aie. The latter figure was incor- 
n a... 0WNn in the table appearing 
Jun eTISING AcE last week. 
“red with 40,603 in 1938. 


Morris in New Post 


Robert A. Morris, formerly Chi- 
cago representative of the wood 
packing division of Chicago Mill & 
Lumber Company, has joined the 
sales staff of What’s New in Home 
Economics and The Student Home 
Economist, Chicago. 


Knitwear to Sterling 


Louis Isaacson & Sons, Inc., New 
York, has appointed Sterling Ad- 
vertising Agency, New York, to 
handle advertising of its Donmoor 
boys’ sweaters and knitwear. Busi- 
— papers and direct mail will be 
used. 


Ewing Elected 


J. Minor Ewing, president and 
advertising director of the Dobbs 
Company, Ligonier, Pa., has been 
elected president of the Advertising 
Club of Greensburg, Pa. 


OFFERS MORE COMFORT 


FIRST DE LUXE ALL-OACH TRAIN 
FROM NEW YORK TO CHICAGO 


u, 


—_— 


ee ee ee ee 


Pennsylvania Railroad 
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Large space insertions in newspapers are 
being used by the New York Central 


and Pennsylvania Railroad to herald the 
latest achievement in low cost travel 
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Charges Fair Trade 
Boosts Cost of 
Brand Promotion 


Macy Spokesman Says 
Increased Advertising 
Is Non-Productive 


New York, July 19.—Charges 
that high minimum prices created 
by fair trade have required more 
advertising to maintain brand posi- 
tion, without producing a corre- 
sponding increase in the number 
of units sold, were made this week 
by Q. Forrest Walker, economist 
of R. H. Macy & Co. Mr. Walker’s 
blast featured a forum held by 
Alpha Zeta Omega, pharmaceutical 
fraternity, in which Nathan Zonies, 
Philadelphia druggist, and Thomas 
J. Lewis, vice-president, Helena 
Rubinstein, Inc., upheld the legis- 
lation as beneficial. 

Without mentioning by name any 
national advertisers that have been 
affected in this way, Mr. Walker 
said that the action of some manu- 
facturers in dropping fair trade was 
self-evident. Many of those who 
continue to observe price fixing, he 
said, do so only because of pressure 
from retailer groups. 

“Except where unusual sums 
have been spent for advertising and 
promotion, price-fixed brands of 
the rapid replacement type have 
lost volume in large cities,” he 
said. “In mass markets smaller 
quantities are sold when the price 
is fixed than when the price is de- 
termined by competitive forces. 
High fixed prices do not increase 
the number of units sold. To main- 
tain the brand, more and more ad- 
vertising is required. The ava- 


kinds is tangible evidence of this 


kinds. of consumer deals of all 


| 


basic trend.” 


Cites Public Attitude 
Mr. Walker held that public op- 


| position to price-fixing is growing 


comfort. Both lines offer 17-hour serv- 
ice between New York and Chicago. | 


linage was 50.689 as com-| One of the advertisements in the cam- | 


paign is shown above. | 


as attested to by the “phenomenal” | 


increase in sales of private brands. 
“It is a mistake,” he said, “to as- 
sume that in the long run the force 
of habit is more powerful than 
price as a buying incentive. It 
takes time for this simple market- 
ing fact to be appreciated and 
meanwhile the private brand makes 
hay while the sun shines.” The net 
effect of these laws, he declared, is 
to undermine the supremacy of the 
advertised brand. 

One of the greatest indictments 
against resale price-fixing, accord- 
ing to the Macy spokesman, is the 
“practical impossibility of effective 
enforcement.” He pointed to the 
price wars in price-fixed liquors as 
an example and cited the wrecking 
influence which trade-ins have on 
other fixed price schedules. In 
drug and cosmetic lines, too, he 
said, there is persistent violation 
scattered over a wide area. 

Mr. Zonies held that the few vio- 
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LUDEKENS HONORED AT SAN FRANCISCO DINNER 


> 


Fred Ludekens, art director of Lord & Thomas, San Francisco, was given a dinner by friends in honor of his transfer to New 
York. Seated, left to right: James Sheridan, Lord & Thomas; A. L. Kohn, Southern Pacific Company; Carl R. Simmons, Lord & 
Thomas; W. F. Sedgley, Owl Drug Company; Mark Buckley, Lord & Thomas; A. F. Anderson, Owl Drug; John F. Whedon, 
Lord & Thomas; Joseph Bransten, M. J. B. Company; Mr. Ludekens; Hugh Mackenzie, American President Line; Richard 
Jose, Traders Dist. Company; Sam Hutton, Erwin, Wasey & Co.; McCullock Campbell, Lord & Thomas; John Cuddy, Cali- 
fornians; Fairfax Cone, Lord & Thomas; Frederick Tredway, Southern Pacific; Roger Johnstone, Life; Walter L. Doty, Lord 
& Thomas; P. E. Allen, Tidewater Associated Oil Company. 
Earl Houghton, Lindsay Olive Company; Milo Gates, Crowell-Collier; Horace Shreve, Southern Pacific; Claude Beatty, Cur- 
tis Publishing Company; Herb K. Reynolds and Richard Russell, Lord & Thomas. 


+t: Joe Dooher, Macfadden Publications; 


Roosevelt Family Wins 
Pullman Car “Election” 


Chicago, July 20.—The Roose- 
velt family won another elec- 
tion this week when the Pull- 
man Company, in announcing 
results of its car naming con- 
test, reported that this name 
led all the rest among suggested 
“personal” appelations for Pull- 
man cars. The company re- 
ceived 780,000 suggestions, 
awarded 50 free trips to either 
of the fairs, plus $200 to each 
winner; 500 consolation prizes 
of $1, and $25 to each ticket 
agent whose named appeared 
on the prize winning entry 
blanks. Other names_ which 
ranked high among “personals” 
submitted were Grover Whalen, 
Will Rogers, Queen Elizabeth, 
Col. Lindbergh and Queen 
Mary. One of the prize winning 
entries will be selected for the 
roomette car now a part of the 
Pullman New York World’s 
Fair exhibit. 


lations of provisions of the fair 
trade laws did not warrant repeal 
of the legislation, since, in the 
main, these laws have accomplished 
the objectives for which they were 
set up. “We might as well say that 
democracy or religion have been 
failures because violations of their 
principles occur here and there,” 
he declared. “A violation here and 
there does not mean that fair trade 
has been unsuccessful.” He denied 
that fair trade aided incompetent 
retailers or promoted monopoly. 

Mr. Lewis held that fair trade 
legislation protected the profit mar- 
gins of small merchants and should 
be continued. 


T. G. Erickson Promoted 


Thor G. Erickson, until recently 
a field supervisor for the company, 
has been appointed Midwest regi- 
onal manager of Schenley Distillers 
Corporation, New York. In his new 
post, Mr. Erickson will have charge | 
of sales and merchandising activi- 
ties and supervision of advertising, 
display and sales promotion in four 
states. He was previously Missouri 
state manager for Schenley. 


Nimnicht Promoted 


E. A. Nimnicht has been pro- 
moted from Midwest regional man- 
ager of Chevrolet to assistant gen- 
eral sales manager in charge of used 
car sales in the Western half of the 
United States. His headquarters | 
will be in Detroit. 


RCA Plans New Program 


RCA Mfg. Company, Camden, 
N. J., will use newspapers through- 
out the country on July 28 to an- 
nounce a reduction in price of Vic- 
tor records and a new program for 
recording well-known favorites that 
appeal to “standard musical tastes.” 


iNew England 
Sets Week for 


Local Industries 


Boston, July 20.—A product pro- 
motional campaign will be held 
throughout New England during the 
week of Aug. 7 in an effort to in- 
crease knowledge of local industry 
and agriculture and to spur buying 
of locally made and raised goods on 
the theory that such action will re- 
sult in bigger payrolls and more 
local purchasing power. 

The week’s activities will be 
known as “New England on Display” 
and emphasis will be placed on the 
educational and civic aspects and 
their relations to the consumer. 
Almost every trade association in 
New England is cooperating by urg- 
ing all its members to feature win- 
dow and store displays of New Eng- 
land products. 

Advertising media have pledged 
cooperation during “New England 
on Display” week with radio sta- 
tions in New England offering their 
facilities along with daily and 
weekly newspapers which will de- 
vote space to impress upon the pub- 
lic the objects of the campaign. 

All New England manufacturers 
with programs on the radio will be 
asked to devote some time to pro- 
motion of the event. 

The August week was selected 
following a survey which showed 
it to be the period when New Eng- 
land enjoys its peak of summer visi- 
tors. The committee expressed the 
opinion that the display of local 
products will draw favorable atten- 
tion of thousands of visitors from 
outside New England, while im- 
pressing New Englanders with the 
diversity and volume of local in- 
dustry. 


Hagemann to “Elks” 
Walter F. Hagemann has been 


appointed Western manager of The 
Elks Magazine, Chicago. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Radio Features Adds Lee | 


Lewis H. Lee, formerly advertis- | 
ing manager of American Cigarette 
& Cigar Company, New Yorw, has 
been appointed manager of Tested 
Radio Features, Inc., New York, 
succeeding Philip Fuhrmann, re- 
signed. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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31, 1939: Daily, 903,922— THE WORLD'S GREATEST NEWSPAPER 
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most of 


its buying! 


OES your advertising program for 

Chicago benefit by the experience of 

the merchants who know this market best? 

Shown in the accompanying charts is the 

five-year trend of Chicago Tribune leader- 

ship in total retail advertising and in total 
department store advertising. 

Basically these charts are simply projec- 
tions of the greater results enjoyed by 
Tribune advertisers. 

Here is fresh evidence that Tribune readers 
make up the largest and most responsive 
market for Chicago merchants as a group— 
that the Tribune is the medium from 
which Chicago is accustomed to do most 
of its buying. 

Here is further proof also that the news- 
paper which best serves its readers pays out 
best for advertisers. 

Because the Tribune strives to make each 
day’s issue better than the one before, each 
fresh contact with the Tribune is an experi- 
ence eagerly looked forward to by a majority 
of all the families in metropolitan Chicago. 

Every day of the week, more than 725,000 
families right in Chicago and suburbs turn 
to the Tribune for news, entertainment and 
buying ideas. This is practically as many 
families as are reached by any two other 
Chicago newspapers combined. 

When you build your Chicago advertising 
program around the Tribune, you reach 
Chicago’s largest constant audience in the 
most favorable circumstances for selling— 
a friendly audience receptive to buying 
suggestions. 

In every level of family life, you reach 
more prospects for what you have to sell 
than you can through any other medium in 
this market. Are you taking full advantage 
of the sales opportunities the Tribune offers 
you—at rates per 100,000 circulation among 
the lowest in America? 
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MEGOWEN * EDUCATOR FOOD COMPANY 


. ' |, this current poster, Megowen Educator Food Company uses a new version of 
. the rabbit trick to emphasize that Crax is “distinctly different.” 


MORE GLAMOR IN MAIL ORDER CATALOG 


-TS 
ve ng igs 
ES 
— 
mM This striking fashion picture dramatizes a $7.98 ensemble in the new Sears cata- 
ad og. It is symbolic of the glamor technique that now marks mail order copy. 


(Story on Page |.) 


DETROIT HIGH SCHOOL POSTER WINNERS 
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ALWAYS SEEN FIRST 
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IT’S TOOTSIE TOYS 
FOR LITTLE BOYS 


> 
ye top peste 
"ue Poster 

Second 


r by Peter Gilleran was awarded first prize of $100 in the first an- 
contest sponsored by Walker & Co. for Detroit high school students. 
~ Plece went to Marvin Davis and third plece to Ruth Van Bree. 
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THEY SEE ALL, KNOW ALL, TELL ALL 


Four of the famous personalities on Canada Dry's “Information Please” program 
are shown here looking over new models made available by National Cash Reg- 
ister Company. The experts’ interest in the payout devices is subtle acknowledg- 
ment that they don't consider themselves infallible. Left to right: John Kieran, 
Franklin P. Adams, Oscar Levant and Clifton Fadiman. (Story on Page !8.) 


COPY DEBUT 


INSTITUTIONAL MESSAGE HERALDS TOOL SHOW 
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YOUR SMARTEST INVESTMENT TODAY... MODERN MACHINE TOOLS 


First announcement copy of its new 
small tractor is released by International 


Harvester Company. Details of the 
program appeared in last week's issue 


A basic story of American industry is dramatized by National Machine Tool 
of Advertising Age. 


Builders’ Association. (Story on Page 21.) 


CROSLEY STRESSES DIVERSIFICATION OF ACTIVITIES 
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CROSLEY MeETORCKD SHELVADOR 
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In @ spectacular four-page presentation in Look, Crosley Corp oration tells a comprehensive story of its numerous manufac- 
turing ventures, extending from air conditioning to cameras and from radio facsimile to automobiles. The center spread, 
shown here, features details of the refrigerator line with @ brief resume at the bottom of all the other company offerings. 
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Since the first day we were open for busi- 
ness,"’ wrote a Kansas City, Mo., advertiser 
“we have advertised in The Christian 
Science Monitor and have found we not 
only gain customers, but gain the kind of 


a customer with whom it is a genuine 
pleasure to do business.”’ 


Another Kansas City advertiser, who 
had $23,108.00 in traceable sales from 23 


display advertisements in the Monitor, 


wrote: ‘‘The Christian Science Monitor has 


been our best advertising medium.” 


When you are selling units ranging in 


(Names of advertisers quoted will be given if 


price from $300 to $1000 each, and you 
have three people tell you within ten days 
that their purchase has been made as a direct 
result of the advertising they have seen in 
the Monitor, it is conclusive proof that the 
money is well spent in your paper,” said 
another Kansas City advertiser. ‘‘We had 
this happen to us and it has opened our 
eyes to the fact that we had been overlook 
ing a real opportunity in not showing more 
consideration for your publication.” 


Perhaps you, too, as an advertiser, have 
been overlooking a real opportunity. 
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